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ABSTRACT 

In last few years, market of fast moving consumer goods (FMCGs) has grown 

significantly in Pakistan. The marketers and researchers need to use lifestyle 

information of consumers along with demographic variables to make their decisions 

because the consumers of FMCGs are heterogeneous. This study is carried out to 

develop a lifestyle inventory for the consumers of fast moving consumer goods. The 

study has been completed in four phases. Focus groups have been used to obtain initial 

item pool for the inventory. Initial item pool was put in to 8 categories of VALS-2 by 

experts and final 82 items were selected by computing item total correlations. So, eight 

lifestyle segments have been obtained: Actualizers, Believers, Experiencers, Strivers, 

Achievers, Fulfilleds, Makers and Strugglers. A regression analysis was computed to 

see the impact of age on lifestyle. It was found that age has significant impact on 

lifestyle. One way analyses of variance and t-test 'were computed to see the lifestyle 

differences between the groups of demographic variables. It was found that 

socioeconomic status, profession, marital status and city causes significant lifestyle 

differences. While there were differences in few lifestyle segments also because of age, 

and education of consumers. The present study also showed that lifestyle segments 

have sign?ficant impact on usage frequency of common FMCGs. The profile of 

consumers was developed by comparing the lifestyle segments with demographic 

variables. Implications of demographic characteristics on lifestyle have been explored 

to facilitate the segment specific marketing strategy formulation. 
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INTRODUCTION 



Cbapter-I 

INTRODUCTION 

Fast moving consumer goods (FMCGs) market has grown rapidly. People from 

all walks of life are becoming part of the targeted market. The Fast moving consumer 

goods market is no longer a homogenous one which consists of only one type of users. 

Fast moving consumers goods are used by literate, illiterate, young, old, rich, poor, and 

many others. It is necessary for the managers and researchers to understand the 

heterogeneous nature of the market and to know how consumers live, think, behave 

and act. 

Wansink (2000) suggested that prevailing consumer ' s life-styles and the 

resultant actions in a country indicate how consumers live, think, behave, and act. 

Lifestyle of consumers is determined by consumers' demographic background, 

expenences, socio-economic characteristics, behavioral tendencies , and current 

situation or action. It was well organized attempt to paint a more realistic multi­

dimensional portrait of a consumer that represents a sub-segment for a particular 

product or brand. Lifestyle studies suggested answers to the deeper motivations and 

aspirations behind the purchase and consumption of a product and service. 

Wagner and Wedel (1995) stated that consumer life-style information has 

become a very popular tool in marketing management decision making. The use of 

values and life-styles as segmentation criteria is continuously increasing in the hopes 

that it explains more observed consumer behavioral or action variation than pure 

demographic or socio-economic variables. Consumer values and life-style 

characteristics do provide a rich view of the market and a more life-like portrait of the 

consumer. Lifestyle characteristics meet the demands of management practice for 

increasingly sophisticated and actionable marketing information. 



According to Berkman and Gilson (1978) lifestyle information can be used for 

various types of analyses. Information obtained about consumer ' s income, age groups 

and spending patterns provide meaningful information about consumers. With it, one 

can know about the consumer as an individual, as a part of group and the collective 

patterns of living. In this way, lifestyle leads us to closer understanding of consumer 

behavior. 

Lansing and Heyns (as cited in Cathelet, 1993) found that generally, the 

consumers are culturally acclimatized to accept the retail revolution and the integration 

of retailing with domestic activities . This has meant a fundamental change in values 

and beliefs of consumers about the nature of consumption and the concept of consumer 

behavior. As a broad orientation to the environment, lifestyle is more likely to be 

predictive of responses to a related set of products , representing a pattern of 

behavior. Consumer behavior can also be used along with life style classification to 

cluster consumers into groups (Newman & Cullen, 2002) . 

Consumer Behavior 

Consumer behavior is the study of what people buy, how they buy, when they 

buy and why they buy. It studies characteristics of individual consumers such as 

demographics, psychographics, and behavioral variables and attempts to understand 

people's wants. It also tries to assess influences on the consumer from groups such as 

fami ly, friends , reference groups, and society. Engel, Blackwell , and Miniard (1993) 

precisely defined consumer behavior as the study of individuals, groups, or 

organizations and the processes they use to select, secure, use, and dispose of products, 

services, experiences, or ideas to satisfy needs and the impacts that these processes 

have on the consumer and society. This definition has four important points: (a) 
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Behavior occurs either for the individual , or in the context of a group or an 

organization; (b) Consumer behavior involves the use and disposal of products as well 

as the study of how they are purchased; (c) Consumer behavior involves services and 

ideas as well as tangible products; (d) The impact of consumer behavior on society is 

also of relevance. For example, aggressive marketing of cigarettes, or aggressive 

marketing of credit cards, may have serious repercussions for the national health and 

economy. 

Psychological models of consumer behavior concentrate on psychological and 

cognitive processes such as motivation and need reduction. They are qualitative rather 

than quantitative and build on sociological factors like cultural influences and family 

influences. For example, Howard and Sheth (1969) introduced stimulus response 

interactional model of consumer behavior. The stimulus is the 'inputs' that the 

consumer receives from his or her environment. The common inputs include the 

physical aspects of the product or service; the ideas or images attached by the supplier; 

the ideas or images attached to the product or service by 'society'. The response or the 

'outputs' are what happens, the consumer's actions, as observable results of the input 

stimuli. Between the inputs and outputs are the constructs, the processes which the 

consumer goes through to decide upon his or her actions. Constructs are grouped into 

two areas: (a) perceptual constructs are concerned with obtaining and (b) handling 

information about the product or service while learning constructs are the processes of 

learning that lead to the decision itself. 

Newman and Cullen (2002) proposed a general model of the buyer decision 

process. According to this model, the buying process begins with an identification of 

an unsatisfied need. The need can be either functional or psychological. When the need 

is recognized, buyers search for information from their own experiences and from 

external sources. This information is then used to evaluate alternatives. The evaluation 
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of alternatives usually involves making tradeoffs among conflicting needs. On the basis 

of these evaluations, the customer purchases a product. However, the p~rchase process 

is not over when a purchase decision has been made. The post purchase evaluation 

affects subsequent purchase decisions. 

Psychological Consumer behavior models are practical models used by 

marketers and the consumers of FMCGs encounter several types of purchase decisions. 

These purchase decisions are influenced by the personal characteristics of the buyer 

and group influences that impinge on the buyer (McDonald & Dunbar, 1998). 

It was difficult for the marketers and researchers to use personal characteristics 

of consumers effectively because it was hard to determine the exact nature of 

consumers in the market place. That led to the idea of market segmentation. Plummer 

(1974) argued that classifying consumers is a key to successful marketing as 

consumers are heterogeneous. It can help the organizations to match their products 

with the need of the customers. Newman and Cullen (2002) stated that classification 

adds to the profits of the organizations, as the organizations can invest their sources in 

the markets where they have competitive advantage . 

Market Segmentation 

Smith (as cited in Snellman, 2000) introduced market segmentation and defined 

it as viewing a heterogeneous market as a number of smaller homogeneous markets in 

response to different product preferences among important market segments. The focus 

in market segmentation is on the differences between identified groups on certain 

criteria (Plummer, 1974). Rao and Steckel (1998) defined segmentation as the process 

of sorting consumers on the bases of some homogeneous characteristics with the idea 
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that consumers in a specific group would respond in a similar manner to marketing 

activities. 

Kotler (1997) defined the segmentation process as the division of the total 

market into smaller, relatively homogeneous groups. He suggested applying 

segmentation to the market of products or services for end users where there are 

usually too many users for the company to deal with each user individually. 

Snellman (2000) stated that the role of market segmentation is to identify the 

factors that affect purchase decisions and then group consumers according to the 

presence or absence ofthese factors. Marketing strategies are then adjusted to meet the 

needs of each group. By using market segmentation, a firm selling a homogenous 

product in a market characterized by heterogeneous demand could maximize profits . 

Segmentation Process 

McDonald and Dunbar (1998) described that segmentation process has two 

phases: (a) developing segments; (b) and prioritizing and selecting segments. 

(a) First phase includes three stages: First stage is to have the knowledge of the 

market. Market map or a flow chart is developed showing flow of products and 

services of the organization or competitors to the final users. In the second stage, 

model of the market is developed on the bases of different customers found in 

the market and the choices made by them among alternatives. In the third stage, 

market is divided in to segments. Customers are combined on the basis of their 

needs . 

(b) Second phase consists of two stages. The first stage is the segment 

attractiveness. The organizations have to identify the attributes of the segment 

related to them by using specific criteria. In the last stage of the second phase, 
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organizations use all their possible sources to meet the requirement of each 

concluding segment. 

Kotler (1997) stated that effective segmentation includes four basic 

requirements: First the market segment must possess measurable purchasing power and 

size; second there must be a way to promote effectively to and to serve the market 

segment; third the marketers must be able to identify which segments are sufficiently 

large to give them good profit potential; and finally the firm must aim for segments 

that match its marketing capabilities. 

Segmentation Basis 

Different researchers has defined different possible segmentation basis. 

Plummer (1974) stated that segmentation could be product oriented or people oriented. 

Product oriented segmentation dimensions include product benefits, product usage, 

occasions, and ingredients or taste perceived attributes and advertising appeals. People 

oriented segmentation dimensions ' include social class , stage in life cycle, 

innovativeness and psychological characteristics. Kotler (1997) explored the following 

segmentation variables: geographical; demographical; behavioral; product related; and 

psycho-graphical segmentation. 

Geographical Segmentation 

In geographic segmentation geographical distances set boundaries for 

practicing business. It was suitable for organizations in the pre-industrial era as 

the organizations could sell only to people living within a reachable distance. 

Namias (as cited in Snellman, 2000) studied that intentions to purchase household 

durables were correlated with actual purchases and found out that people living in 

towns or small cities were more likely to carry out their intentions to buy durable 
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household goods than consumers in large cities. Advancements in transport and 

distribution systems reduced the effectiveness of geographic segmentation. 

Demographic Segmentation 

Demographic segmentation IS the most common approach to consumer 

segmentation. It defines consumer groups according to variables such as age, sex, 

income, occupation, education, household size, and stage in the family life cycle. 

Irwin, Friend, and Kravis (as cited in Snellman, 2000) conducted a study of 

consumer expenditures, incomes and savings and found some interesting patterns of 

consumption among people representing different demographic characteristics 

(occupation, race , and income class etc.). Munn (as cited in Snellman, 2000) 

investigated the relationship between age, income , education and the purchasing 

of automobiles, television sets , coffee and cigarettes and found that brand 

perception appeared to be largely independent of consumer socio-economic 

classification. Snellman (2000) criticized that demographic characteristics are too 

general to be meaningful in identifying markets . 

Behavioral Segmentation 

In behavioral segmentation, the segmentation is done on the basis of 

frequencies of product usage. Twedt (as cited in Snellman, 2000) divided the users of 

a product into heavy-users and light-users. Snellman (2000) stated that markets could 

be segmented on the basis of socio-economic and demographic characteristics as well 

as motivational and attitudinal variables. 

Product-R elated Segmentation 

Product-Related Segmentation involves dividing a consumer population into 

homogeneous groups based on characteristics of their relationships to the product and 
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the benefits they seek when they buy it, the rate at which they use it, or their brand 

loyalty to it (Kotler, 1997). 

Psychographic Segmentation 

Psychographic segmentation is a more recently developed segmentation tool. 

Kotler (1997) statcd that the roots of psychographic segmentation came from 

motivation researchers. Motivation researchers were interested in the psyche of the 

consumers , and the methods used were derived from clinical psychology . 

Psychographic segmentation is a process that divides a population into groups that 

have similar psychological characteristics, values, and lifestyles. Psychographic 

approaches differ from the traditional ones and aroused a lot of controversy among 

marketers. In market segmentation, the concept of lifestyle was introduced when 

managers were dissatisfied with the traditional methods of classifying populations and 

individuals (Cathelet, 1993). The predictive validity of lifestyle with respect to 

purchase behavior can be substantially better than that of general observable 

segmentation bases, such as geographic, demographic or socioeconomic variables 

(Vyncke, 2002). 

Lifestyle and its Origin 

Concept of Life Style 

Marketing perspective of lifestyle recognizes that people classify themselves 

into groups on the basis of the things they like to do, how they like to spend their 

leisure time, the type of interest they have, and how they choose to spend their 

disposable income. As Moven (1995) stated that lifestyle relates to how people live, 

how they spend their money and how they allocate their time. 
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Usually, the lifestyle can be defined as how one lives (Hawkins, Best, & 

Coney,1998). Kaynak and Kara (2001) defined lifestyle as the patterns in which people 

live and spend their time and money. Harrison and Davies (1996) defined lifestyles as 

patterns of action that differentiate people. Therefore, lifestyles help to make sense of 

what people do , and why they do it, and what doing it means to them and others. 

In modern human sciences, Weber (as cited in Catheiet, 1993) described the 

sociological concept of lifestyle. Weber recognized the life style as a mark of status 

and on the basis of lifestyle individuals are categorized in to specific groups. So, in 

sociology the basic function of life style is tribal or group integration. In individual 

psychology, Adler (as cited in Cathelet, 1993) applied this term to individual and stated 

that lifestyle is the way, with the help of that individual becomes part of society. 

Dichter (as cited in Cathelet, 1993) introduced psychological motivation studies 

into marketing to humanize the consumer' s portrait beyond their social identity. Earlier 

studies of life style were conducted in the complex societies of United States and later 

in Europe, especially at France in the beginning of 1970s (Cathelet, 1993). 

LazeI' (as cited in Cathelet, 1993) introduced the concept of life style into 

marketing and provided information that systematic relationship exists between the 

consumption style and life style of a social group. He defined life style patterns as a 

systems concept referring to a distinctive mode of living. 

Plummer (1974) argued that life style segmentation combines the simplicity of 

demographic segmentation and the depth of using psychographic factors. 

Plummer (1974) listed a number of factors included in each of the four dimensions of 

life style, as presented in Table 1. 
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Table 1 

Life style dimensions (Plummer 1974). 

Activities Interests Opinions Demographics 

Work Family Themselves Age 

Hobbies Home Social issues Education 

Social events Job Politics Income 

Vacation Community Business Occupation 

Entertainment Recreation Economics Family size 

Club membership Fashion Education Dwelling 

Community Food Products Geography 

Shopping Media Future City size 

Sports Achievements Culture Stage in life cycle 

Peter and Olson (1994) define lifestyle as the manner in which people conduct 

their lives , including activities , interests , and opinions. Activities are manifest actions 

(work, hobbies, social events, vacation, entertainment, clubs, community, shopping, 

sports, etc.). Interest in some objects, events or topics (family, home, job, community, 

recreation, fashion, food , media, achievements, etc.) is the degree of excitement that 

accompanies both special and continuing attention to it. Finally, opinions are 

descriptive beliefs (of oneself, social issues, politics, business, economics, education, 

products, future, culture, etc). Three typical statements could be: 

(a) I often listen to popular music (activity) 

(b) I am very interested in the latest fashion trends (interest) 

(c) A woman' s place is in the home (opinion) . 

Cathelet, (1993) stated that AIO is uniquely placed in its basic intent at the 

cross roads of behavioral and psychological approaches. This approach aims to explore 
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the activities and attitudes of an individual rather than its degree of support for cultural 

values and behavioral norms. The AIO system is the most classic and static kind of 

market study, which underestimates the importance of psychological variables with out 

any synthetic structuring. So this methodology is mechanistic, behavioristic, and is 

nearest to the socio-graphic intentions . 

Moven (1995) stated that no hard and fast rule exists for developing AIO items. 

Most of the items differ on their level of specificity. Highly specific questions provide 

information about the product. More general types of questions are asked to develop 

profile of consumers. Wells and Tigert (1977) research formed the foundation of 

lifestyle research. Their Attitudes , Interests, and Opinions (AIO) variable became the 

standard by which many later psychographic researchers designed the survey 

instruments. 

Often very large batteries of AIO items were used. For example, Wells and 

Tigert (1977) formulated 300 AIO items, while Cosmas (as cited in Newman & Cullen, 

2002) used a questiOlmaire containing 250 AIO items to study lifestyle patterns . 

Mehrotra, Harper, and Steers (as cited in Newman & Cullen, 2002) used 252 

AIO statements and demographics (age, education, profession, income, household size, 

occupation and profession) for the segmentation of women. They categorized women 

into five categories: 1) Cynthia, the chic city dweller; 2) Ursula, the urbane urbanite; 3) 

Mildred, the militant mother; 4) Cathy, the contented country girl and 5) Thelma, the 

old-fashioned traditionalist. 

Lifestyle and Personality Theories 

Both personality and lifestyle are important in segmenting markets, developing 

market research, and conducting market analyses . Moven (1995) defined personality as 

the distinctive patterns of behavior, including thoughts and emotions that characterize 
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each individual ' s adaptation to the situations of his or her life. According to Moven 

(1995) different approaches to study personality include: psychoanalytic approach, trait 

theory, social approach, cognitive approach and self concept. Psychoanalytic approach 

describes that personality has three important components (id, ego, & super ego). Trait 

theory attempts to explain personality according to the dominant characteristics of the 

people. Social Psychological approach investigates the consistent patterns that 

individuals reveal when interacting with others. Cognitive personality theories focus on 

individual differences in how consumers process and react to information .In the self 

concept the individual is considered as an object and it is the totality of a person 's 

thoughts and feelings with reference to himself or herself. 

The concepts or ideas of lifestyle are quiet distinct from that of personality. The 

concept of personality refers more to the internal characteristics of a person while 

lifestyle refers to the external characteristics of how a person lives (Moven, 1995). 

Moven (1995) suggested that these two concepts have distinct managerial implications 

in marketing. If personality traits are used in the process of segmentation too early, the 

market segments are narrowly targeted. Personality and lifestyle are used principally to 

segment target market. Marketers should segment the market stepwise. First, lifestyle 

segments should be identified and then personality differences should be analyzed in 

these segments. 

Moven (1995) suggested that the lifestyle analyses might include the materials 

from the trait theory, self concept scales and cognitive psychological theories. Trait 

theory has relevance to segmentation. Managers develop a profile of traits to describe 

the target market. To assess the traits tests can be used. These traits can be used in 

promotional tools and sales presentations. Ideas involving the self concept are also 

relevant to the lifestyle. The images of lifestyle portrayed in adveltisements should 
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focus on the ideal self image of the target market. The researchers identify the goals 

and ambitions of the target market. 

Linking Product Classification to Consumer's Lifestyle 

Classification of Products 

In marketing, product can be defined as every want or need satisfying attribute 

a consumer receives in making an exchange, including psychological as well as 

physical benefits. Kinnear and Bernhardt (1983) stated that components of a product 

includes physical attributes, special features of a product, services such as delivery, 

installation, and credit, guarantee, package and label, brand, intangible benefits , 

services after the sale, prestige and image of the product, and safety of the product. 

According to Plummer (1974) the most important aspect of classifying a product is the 

consumer. The classification system should be based on consumer attitudes and buying 

behavior. 

Most effOlis to group products along particular dimensions and link these 

groupings to lifestyle dimensions have developed through empirical studies. These 

efforts have resulted in rather ambiguous product categories. For example, Belk (as 

cited in Goldberg, 1976) categorized snack food products by using factor analyses. The 

factors resulting from a factor analysis of preference for snack food products were 

equally puzzling. For example, factor 1, labeled substantial snacks includes nuts and is 

somehow differentiated from factor 2, labeled light and salty. The difficulty of 

interpreting these empirically generated categories suggests the need for a more 

theoretically meaningful approach to the selection of products and the development of 

product categories. For marketing purposes, the products are classified into two main 

categories; (a) industrial goods and (b) consumer goods (Kinnear & Bernhardt, 1983). 
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(a) Industrial Products 

Products sold for use in producing other goods or m rendering services are 

known as industrial goods. Kinnear and Bernhardt (1983) classified industrial products 

into six categories: heavy equipment, light equipment, consumable supplies, 

component parts , raw materials , and processed materials. Heavy equipment is the 

capital goods that are purchased or leased for a company's own use and are 

permanently fixed. Light equipment includes goods that are not permanently affixed to 

the physical plant. Consumable supplies are used in the normal operations of the 

organization. Component parts are industrial goods that are purchased for inclusion 

into the final product. Raw materials are those products used for production of other 

goods. Processed materials are specially produced products used in the production of 

other goods. 

(b) Co nsum er Products 

Products purchased for use by households , or ultimate consumers are called 

consumer goods. Kinnear and Bernhardt (1983) stated consumer goods are classified 

into: durable goods, specialty goods and fast moving consumer goods. Durable goods 

are purchased less frequently and are generally priced higher. These are usually 

purchased only after the consumer has compared the price, quality and style for a 

number of alternatives. The examples of durable goods include furniture , kitchen 

appliances and clothes etc. Specialty goods are products for which no reasonable 

substitutes exist because of the unique characteristics and brand identification of the 

product. Consumers are extremely brand loyal in buying specialty goods. Examples 

include expensive stereo graphic and photographic equipment, high fashion clothing 

items and few automobile brands industrial goods industrial goods. 
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Fast Moving Consumer Goods 

Kinnear and Bernhardt (1983) stated that fast movmg consumer goods 

(FMCGs) are products that have a quick shelf turnover, at relatively low cost and don't 

require a lot of thought, time and financial investment to purchase. The margin of 

profit on every individual FMCGs product is less. However the huge number of goods 

sold is what makes the difference. Hence profit in FMCGs goods always translates to 

number of goods sold. 

Kotler (1997) argued that fast moving consumer goods is a classification that 

refers to a wide range of frequently purchased consumer products including: toiletries, 

soaps, cosmetics, teeth cleaning products, shaving products, detergents , and other non­

durables such as glassware, bulbs, batteries, paper products and plastic goods, such as 

buckets. The term consumer packaged goods (CPG) is used interchangeably with fast 

moving consumer goods (FMCGs). 

Fast moving consumer goods are an opposition to consumer durables such as 

kitchen appliances that are generally replaced less than once a year. The category may 

include pharmaceuticals, consumer electronics and packaged food products and drinks, 

although these are often categorized separately. Three of the largest and best known 

examples of Fast Moving Consumer Goods companies are Nestle, Unilever and Proctor 

and Gamble. Examples of FMCGs are soft drinks, tissue paper, and chocolate bars. 

Examples of FMCG brands are Coca Cola, Lipton, and Pepsi. 

Nicita and Walters (2000) stated that a link between a products and the 

consumer's lifestyle does affect the purchase decisions of consumers. If corporations 

can identify and effectively communicate the core values a product touches, then 

customers will embrace the product not only because it is a good product (meets wants 

and needs) but also because it touches them in a personal way. 
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Goldberg (1976) argued that the typical procedures for identifying relationship 

between consumer psychographic segments and product categories are primitive. 

Either the lifestyle traits selected have been inappropriate for the products under 

consideration or the products selected have been inappropriate for the personality traits 

under consideration. To the extent these problems can be identified and taken into 

account, lifestyle might serve as a contributing variable within a larger explanatory 

framework . While it is not expected that lifestyle will be a dominant variable in the 

explanation of consumer behavior, the underlying assumption is that appropriately 

conceptualized, lifestyle can have a significant part to play. 

Goldberg (1976) noted that the level of novelty to which an individual is 

attracted varies as a function of his lifestyle. Products differ in terms of their 

novelty value , and it may be posited that different consumer types may be attracted 

to products that are either low or high in novelty value . 

Plummer (1974) stated that lifestyle classifications can be used in conjunction 

with product classification to cluster consumers into groups. These are called 

behavioral variables and represent the various criteria for clustering consumers. This 

process helps the researchers to segment the market more effectively. 

Measurement Techniques of Lifestyle 

After a lot of diverse experiments, only few methods of studying lifestyle have 

stood the test oftime and professional application in the market economy. The lifestyle 

approaches can be distinguished on the basis of the objectives of the study, the level of 

the data collection, the field of investigation, the methods of data collection, the 

analytical approach and the final structure of the end data. Newman and Cullen (2002) 

stated that lifestyle approaches to classify people provide an interpretative view of 

people based on general characteristics. The most common approaches to study 
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lifestyle include; psycho graphics , culturalist, socio-graphic, mechanistic, and the socio 

style system. 

Psychographic Approach 

These approaches studied life style as a personality style. For a long time the 

terms life style and psychographic were used interchangeably. Psychographics is the 

quantitative investigation of consumers, lifestyles, cognitive styles, and demographics 

that can be used to assist in marketing decision making (Moven, 1995). Cathelet (1993) 

stated that psychographic defines life style as a fundamental and durable category of 

character and personality and neglecting, living conditions and even attitudes, opinions 

and judgments as too superficial. To him, psychology is predominant in this approach. 

Psychographic approach is analytical and it is based on general data rather than 

sector based socio cultural data and it defines people by using different motivation 

models (Cathelet, 1993). Dempy and Wells (as cited in Cathelet, 1993) based their study 

purely on psychographic procedure. They considered psycho graphics as a type of design 

segmenting the market according to the propensity of homogeneous groups to buy a 

given product. The variables studied were concentrated mainly on consumer psychology 

from the point of view of advantages of the product considered desirable. 

Culturalist Approaches 

These evolved from psychographic life style studies. Rokeach (1970) stated that 

culturalist approaches see lifestyle as process of socialization by rallying individuals to 

collective norms of socialization. He defined value as an idealized collective model of 

thinking and behavior which is general abstract and universal. 

Cathelet (1993) argued that culturalist approaches provides a definite and stable 

conceptual framework of life styles. These offer a stable and codified methodology 
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whose concepts and tools hardly vary over time. He noted that the culturalist study of 

values aims to be more generalist, socio-cultural, and multi-sectorial than the 

psychographic approaches. However, the results from culturalist approaches based on a 

community, trade or society can not be generalized to other communities, societies or 

tribes. 

Some practical research methods of Culturalist approaches are as follows: 

Rokeach's values survey (1970) was developed to analyze consumer attitude 

and behavior. He used values to determine individual conduct behavior and thought. 

According to this model values are individual beliefs about ideals such as purity, 

justice, truth and equality. He considered social and psychological aspects in his social 

value system. 

At the end of 1970s ' Stanford Research Institute (SRI) in the USA developed 

the Values and Life Style System (V ALS) . Nature of this system was theoretical. The 

terminology of values studied was derived from the motivational and developmental 

psychological theories and particularly from Maslow' s hierarchy of needs. In this 

method, American population was presented into nine lifestyle categories. The 

individuals were classified according to their level of self achievement and their route 

of personal development. It measured the method and degree of individual ambition 

and success according to the norms peculiar to the American society (Mitchell, 1983). 

It was the first lifestyle segmentation system to gain worldwide acceptance (Moven, 

1995). 

Mitchell (1983) noted that the original V ALS VIew consumers on a double 

hierarchy system consisting of four general categories of people. First the need driven 

group consists of survivors and sustainers. Survivors are marked by poverty, old age, 

poor health and poor education. Sustainers are marked by poverty but feel left out of 

things . They focus on living for the moment. They are hopeful and are self-confident. 
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They are younger than survivors. They do planning and expect more of the future than 

survIvors. 

Second, the outer directed group focuses on what other people think of them 

and gear their lives to the visible, tangible and materialistic. This group includes 

belongers , emulators and achievers . Belongers possess middle incomes, and middle 

aged or older. They cherish the institutes of family , church, and country. Emulators are 

highly ambitious but spend rather than save. They strive to get ahead by imitating 

achievers. Achievers are conservative, wealthy and self employed professionals. 

Third the inner directed group members are ilmer focused, and they seek 

intense involvement tasks . This group consists of I-am-me group, experientials and 

societally conscious. The members of I-am-me group are young, unmarried, and 

marked by major shifts in emotions, feelings , and view points. They are enthusiastic, 

daring, and seeking new ideas and possessions. Experientials are highly involved in 

activities such as causes, hedonism, or sports. They have moderate incomes and are in 

late twenties . They are independent, self-reliant, and innovative. Societal conscious is a 

liberal group concerned with social issues. The members of this group are small, 

successful and mature. 

Finally, the integrated group consists of mature, balanced people who have 

managed to put together the best of the characteristics of ilmer and outer directed 

personalities. 

Later SRI introduced V ALS2 Survey (2001) to identify specific relation ship 

between consumer attitudes and purchase behavior. The new system differed from 

the original system in that it did not use values and lifestyles as the basis for the 

segmentation scheme. Riche (1989) stated that link between values and lifestyles 

and consumer buying behavior explained in V ALSI were not as strong as earlier 

due to changes in demographic and economic structure in the United States. 
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Harcar, Kayanak, and Kucukemiroglu (2004) stated that VALS2 divides 

American population into eight categories on the bases of their self identity and 

resources. First dimension in V ALS2 is self identity. Consumers oriented toward status 

make choice on the bases of approval of others. Those oriented toward principle make 

choices on the bases of their beliefs. Those oriented toward action make choices on the 

basis of their desire for activity, variety and risk taking. The second dimension in 

V ALS2 is the resources (financial-material, psychological and physical resources) of 

the consumers. People with high resources are at one end of spectrum while people 

with low resources are at other end of spectrum. 

In V ALS2 Survey (2001) eight categories of the consumers has been described. 

These are as follows: 

(a) Actualizers have high resources and they focus on principal and action. They 

believe in independence. They are leaders in business and government and are 

interested in growth, innovation and change. They use image as an expression 

of their taste, independence and character. They possess wide range of 

interests and are concerned with social issues, and they always try to have 

finer things III life. They are optimistic, successful, sophisticated, active 

people. 

(b) Fulfilleds have high resources with focus on principle. They are mature, 

satisfied, comfortable, well informed people for whom image has little 

imp0l1ance. They are reflective people who value order. They are in 

professionals and most of them are well educated. Fulfilleds are conservative, 

practical consumers and social and emotional values are more important to them 

than personal values. 
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Principle 
Oriented 

Fulfilleds 

Status Oriented 

Achievers 

Strivers 

Strugglers 

Abundant Resources 

Action Oriented 

Experienc 
ers 

Makers 

Minimal Resources 

The VALS2 Framework (Source: VALS2 Survey, 2001) 

(c) Believers have low resources with high focus on principal. They live predictable 

lifestyle tied to family and church. They are non-innovative and are loyal to 

national products. Their income, education, and energy are modest but sufficient 

to meet their needs. Believers are conventional and traditional and they live by 

an expressed moral code. They follow established routines. 

(d) Achievers have high resources with focus on status. They are successful career 

oriented individuals. They respect authority and status quo and are low risk 

takers. They live conventional lives. They prefer established, prestige products 

and services. Image is imp0l1ant to them. They live conventional lives and favor 
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prestige products. They take interest in family matters. They are practical 

people. They have constructive skills and they value self-sufficiency. 

(e) Strivers have low economic, social and psychological resources with focus on 

status. Many of them seek to be stylish. They often wish for the things that are 

out of their reach. These individuals seek social approval for actions. They are 

impulsive, boring and trend conscious. They are striving to find a secure place in 

life. They have the view that money is every thing in life. Many seek to be 

stylish, attempting to emulate those who own the possessions they covert but 

they are beyond their means. 

(f) Experiencers have high resources with focus on action. These are young, 

enthusiastic individuals who like sports and risk taking. They are single and 

impulsive purchasers. They do not have yet completed their education. They are 

politically uncommitted, uninformed, and highly ambivalent about what they 

believe . They spend much of their income on clothing, fast food, music, movies 

and video. They quickly become interested in new responsibilities but are 

equally quick to cool. 

(g) Makers have low resources with focus on practical action. They are conservative 

and practical. They focus on family and working with their hands. Most 

experience the world by working on it (building a house, raising children, fixing 

a car or canning vegetables. They tend to be with their families and their leisure 

activities center around their home. They are family oriented, rational and look 

for durability, functionality and value in the products. 

(h) Strugglers are poor with little education. They have few resources and focus on 

living for the moment. They tend to be less educated, low skilled, elderly and 

concerned about their health. They do not show a strong self orientation. 

Strugglers are cautious consumers. They are more concerned about safety and 
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security. They are loyal to favorite brands. They are un impressed by material 

possessions, except those that are practical, such as tools. Politically, they are 

conservative, suspicious of new ideas, respectful of government authority and 

organized labor. They are unimpressed by materialistic possessions. 

Kahle (1993) developed the most simplified system of values, the LOV (List of 

Values) System. The goal of the LOV scale is to assess the dominant values of a 

person. Kahle summarized thirty six values of Rokeach into nine. He conducted 

interviews to classify the values in order of importance. The sample of the study 

consisted of German and American adults. The nine values assessed by LOV were: 

self-fulfillment, excitement, sense of accomplishment, self respect, sense of belonging, 

being well respected, security, fun and enjoyment, and warm relationship with others. 

LOV scale has three dimensions. Questions related to self-fulfillment, excitement, 

sense of accomplishment and self respect represents internal nature of the individual. 

Questions related to sense of belonging, being well respected and security represents a 

focus on external world. Questions regarding the fun and enjoyment and warm 

relationships with others, reflects an interpersonal orientation. 

Socio-graphic Approaches 

These approaches consider lifestyle as a fashion able way of thinking. The 

subject of the study is conscious and rational attitudes and opinions expressed as 

general rules on lifestyles. In these approaches sets of attitudes classify individuals. 

Cathelet (1993) defined attitude as a general tendency to orientate judgments and 

behaviors in a certain direction. Yenkelovich (1971) stated that socio-graphic 

approaches are concerned with historical development. In this approach, the data 
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processing IS analytical as each socio-cultural current is measured for its social 

penetration. 

Yenkelovich (1971) developed a Yenkelovich' s Monitor defined a list of 

twenty six socio cultural currents measured by scales of attitudes and judgments in 

USA. The currents included introspection, personal creativity, tolerance and drugs etc. 

Individuals were defined by their degree of respective ness to a group of socio-cultural 

currents. 

Aesop (as cited in Cathelet, 1993) developed Aesop ' s barometer in France. It 

was concerned with classifying individuals by current themes as models of perception, 

judgment and reaction. 

Mechanistic Approaches 

These approaches view the lifestyle as a condition of existence and a maImer of 

being. Inspiration of this approach is purely behaviorist and positivist. These studies 

provide a materialistic concept of the social individual. These approaches are least 

theoretical and conceptual (Wind, 1978). 

Wind (1978) developed the AIO (Attitude, Interest and Opinion) system in the 

United States . It assessed the person in the context of living conditions; environmental 

determinants ; social, professional and family status; equipment and possessions; and 

behavioral habits . 

Scardigli (as cited in Cathelet, 1993) developed annual analyses of French 

living conditions at Credoc. These multi sector studies stress behavior, habit, and 

actual living conditions. The analyses of the Credoc studies elaborated the perspective 

scenario of society such as a society in disarray scenario predicting week and irregular 

growth. 
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Claritus (as cited in Cathelet, 1993) developed the Pryzm System in the United 

States to offer a practical-geo social typology of group of consumers with similar 

purchasing power and ways of consumption. Five main variables of the Pryzm System 

were: wealth and social status; standard of living; ethnic roots and allegiances; mobility 

and place of residence; and general socio demographic data. Consumers are divided 

into clusters on the basis of lifestyle. This system defines the lifestyle as a group of 

signs of social status embodied in possessions. Prizm system is a set of 62 life-style 

clusters organized into 12 broad social groups. Life-style segmentation is based on the 

idea that the more you know and understand about consumers, the more effectively you 

can communicate and market to them. The underlying assumption here is that 

consumers express their personalities through their behaviors. People with different 

personalities exhibit different behaviors or similar behaviors for different reasons. 

In Symbolic Kit Analyses, Levy (as cited in Cathelet, 1993) found that 

consumers buy things for their utilitarian function and for the symbols they represent. 

He defined life style from the general purchases made by an individual, his choice of 

brands and general behavior and attitudes. 

Albert and Gelty (as cited in Cathelet, 1993) define sixteen basic ranges of 

lifestyle from a survey of five thousand people and eighty products and services. For 

example, they described that drinkers of brand X are fond of open air life and drinkers 

of brand Yare travelers, car fanatics and cocktail drinkers . 

Synthetic Approach (Socio Style System) 

Cathelet (1993) developed this system at Centre de Communication Avance 

(CCA) France and later in USA, in 15 countries of Western Europe and in the 

Caribbean region. It is a multidimensional approach to achieve a synthesis among the 

respective values and intrinsic techniques of different schools. It defined lifestyle as a 
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multidimensional way containing variables like living conditions, behaviors , 

judgments, irrational attitudes, emotions, motivations and unconscious dreams. 

Cathelet (1993) used multi sector data bases considering private, social , 

political and cultural life of individuals to obtain synthetic information. Socio-cultural 

constructs and socio-style typology were used to find out results . Socio-cultural 

currents measure the competitive equilibrium of competitive equilibrium of fashionable 

topics and ideas at a given moment and the evolution of mentalities and values over a 

period of time. Socio-style typology is the segmentation of population at given moment 

and the evolution of customers over a period. This approach divides customers of a 

market or sector into specific groups and locates the competing positions of ideas, 

products, brands, images, and messages etc. This approach offers an understanding of 

the structure and development of socio-cultural environment to the social and 

economic decision makers. Socio-style is an innovative teclmique and is equally 

applicable to social , cultural, political and economics and business problems. 

In all above lifestyle approaches , following points were common: 

(a) Studies focused on social, cultural or commercial subject in the specific market 

(b) Separate collection and processing of psychological and behavioral data 

(c) One-off studies of individuals, particularly their psychology 

(d) Exclusive description of populations classified by their socio demographic and 

economic identity (i .e. sex, age, income etc) 

Riche (1989) suggested that the concept of lifestyle has been used for various 

purposes, such as, reflection of the personality and its monitoring values , or a sign of 

social stereotyping. 
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Using Concept of Lifestyle in Marketing 

The use of lifestyle segmentation in marketing are useful in presenting research 

findings , selecting media, formulating useful strategies, positioning products and 

improving retail performance. Duff (2001) stated that companies should build their 

marketing plans and strategies on lifestyle. Blackwell, Roger, and Talarzyk (1983) 

stated that lifestyle retailing can be described as the policy of tailoring a retail offer, or 

a portfolio of retail offers, closely to the life-styles of specific market segments . 

Helman and Chernatony (1999) stated that lifestyle retailing embodies a distinct set of 

lifestyle values, which appeal to a particular consumer segments. 

Plummer (1974) claimed that there are several benefits from using lifestyle 

segmentation, such as richer definition of the key target. He argued that lifestyle 

segmentation could be used to compliment other pIeces of information when 

positioning a product. He also found that Lifestyle data can also be applied when 

designing advertising, in order to create the appropriate tone of voice for different 

target groups . 

Moven (1995) argued that the lifestyle scales, describes individuals in a way 

that helps managers to segment the market place, position products, and develop 

marketing mix strategy. Lifestyle has important implications for developing the profile 

and full description of the target market. For this, various methods like AlO, V ALS , 

and LOV etc can be used. 

Newman and Cullen (2002) stated that marketers can develop cross-cultural and 

national marketing strategies around these identifiable market segments. The ad agency 

Backer Spielvogel Bates (as cited in Newman & Cullen, 2002) ran a global scan survey 

to understand European consumers in seventeen countries. This study identified five 

global psychographic types : strivers, achievers, pressures, adapters, and traditionals. It 
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also identified 250 attitudes. This scan was a helpful tool for identifying consumer 

similarities across national boundaries. Through this global scan the researchers were 

able to study consumer attitudes and values , media viewer ship, buying, and product or 

brand use . 

Likewise, the advertising agency D,Arcy Masius Benton and Bowles 

(DMB&B) (as cited in Cathelet, 1993) did a survey in 15 countries. This study divided 

European countries into four European groups: successful idealists, affluent 

materialists, comfortable belongers, and disaffected survivors. 

To know the lifestyle of consumers, researches were also conducted in Asian 

countries like Japan, Malaysia, Singapore, Taiwan and Thailand to develop Asian 

styles. Dentsu Consumer Value Survey (as cited in Jiuan, Jung, Wirtz, & Keng, 1999) 

presented four lifestyle clusters: achievers, intelligent, group merit and membership 

dependent in Japan. 

Survey Research Group (SRG) (as cited in Jiuan, et, ai , 1999) identified seven 

clusters : yesterday people, village trendsetters, chameleon, loners, the new breed, 

yuppies, and sleepwalkers in Malaysia. In Singapore, SRG identified seven clusters: 

aspirer, pragmatist, entrepreneur, independent, new age family oriented, traditional 

family oriented, and materialist. 

SRG identified eight clusters in Taiwan. These were as follows: The traditional 

home-bodies, the confident traditionalists , the family centered fatalists , the lethargic, 

the middle-class hopefuls, the disconnected moderns, the rebellious young, and the 

young strivers . 

In Thailand, nme distinct segments were derived by SRG. These were as 

follows: today's women, the comfortable middle class, we got the blues, mainstream 

belongers, young achievers, young at heart, trying to make it, the left outs and almost. 

These clusters actually describes market segments and differences in the labels of 
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clusters shows that there are differences in attitudes, values and traits between these 

market segments. 

Moven (1995) stated that Information gleaned from the lifestyle scales can be 

used to make decisions about the product development, and promotional strategy. In 

addition, lifestyle information can be used to identify appropriate positioning 

objectives. Highly effective advertisements can be developed on the basis of the 

derived lifestyle sought by the target group. 

Duff (2001) stated that life-style marketing and merchandising have 

increasingly come to dominate how retailers approach consumers, and this has 

powerfully impacted how product is offered to different target markets with different 

life-style orientations. Harcar, Kayanak, and Kucukemiroglu (2004) stated that 

segment marketing is growing as a tool for financial service industries such as banking. 

Services companies such as banks, insurance and investment companies also have 

established multi-cultural marketing units and have moved in the direction of searching 

for new assets with marketing campaigns created in the languages and reflective of the 

life-style patterns of ethnic consumers. 

For example, McConkey and Warren (1987) developed psychographic and 

demographic profiles of heavier, lighter, and non purchasers of state lottery tickets. In the 

study, they used a six point agree-d isagree scale from definitely disagree (1) to definitely 

agree (6) to obtain psychographic measures. They developed few lifestyle items especially 

for the study and the majorities of items were taken from previous researches. They 

obtained demographic and socioeconom ic data including age, marital status, family 

composit ion, emp loyment status and reason for such status, occupation, education, type 

and ownership of dwelling, and income. They used factor analyses to group 200 

psychographic statements. Cronbach's (1951) Alpha coefficient was ca lcu lated for each 

factor as a measure of reliability. The purchase groups were se lected on the bases of 
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frequency of purchases. These groups included non-purchasers, lighter purchasers (1 - 11 

times per year) , and heavier purchasers (12 or more times per year). Results indicated that 

each of the three purchase groups has unique identifiable lifestyle characteristics. 

Besides the general patterns of lifestyle, many companies have performed life­

style studies focused on consumer and household life-styles which are most appropriate 

to the products and services they are selling. In Consumer Psychology, most of the 

applications of the life style were conducted for marketing needs. 

lanaka and Osman (1999) conducted a study to generate the psychographic 

dimensions of the home PC consumers in Penang. They explored the demographics 

(ethnic, education, marital status, gender, age and income) of respondents to find a clue 

of how representative the sample response to the Penang population. They presented 

lifestyle as well as consumer decision style variables in five -point likert scale in 

questionnaire. They used one way analyses of variance to characterize lifestyle 

segments in terms of demographics variable. By this study, they outlined seven 

psychographic segments; the workaholics, concerned citizens, excitement seekers, 

inquisitive doers, confidents, traditionals and the trend seekers. 

Duff (2001) studied women's clothing preferences as a category based approach 

to life-styles, and found that they are affected more by life-style than by age. They 

illustrated that consumer and household life-styles to specific product categories and 

services has created new marketing concepts such as life-style marketing, life-style 

retailing and life-style merchandising. 

Cable News Network (CNN) (as cited in Newman & Cullen, 2002) produced 

the Mosaic system that used a combination of economic, social , and geographical 

factors when constructing consumer lifestyle profiles. These data allow classifying 

each household in a postcode area as belonging to specific groups. This allowed all 
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types of retail businesses to target specific consumers within streets, districts and other 

defined locations. 

Latham (1993) conducted a study to explain changing North American values 

and lifestyles in the 21 51 century as well as their marketing policy implications. It was 

based on existing consumer behavior and life-styles analysis literature. Hill (1997) also 

suggested that additional studies in lifestyle should focus on lifestyle segments 

identified by earlier studies. 

Gilbert and Warren (1995) conducted research to first describe the 

measurement of five psychographic constructs and then provided a method for relating 

these constructs to demographic characteristics. They used a 5-point scale described by 

the words strongly agree (1), agree (2), lU1-sure (3), disagree (4), and strongly disagree (5). 

They considered following demographic categories : (a) income (Under 20,000$; 

20,000$ to 34,999$; and 35 ,000$ and over); (b) gender ; (c) employment 

(employed, unemployed); (d) ownership (own, rent) ; (e) age (under 25, 25-34 , 35-

49 , 50 and over) ; (f) education (grade school, High school college graduate, work). 

They assessed the constructs by using lisrel VI, which then, based on 

multivariate analyses of variance were related to demographic segments. 

Their model represented a confirmatory factor structure for the five constructs: 

economizer, credit user, independent, home oriented, and fashionable. These findings 

supported the association between demographic characteristics and psychographics. 

Bashir (1996) developed a psychographic inventory for segmentation of 

married women. Item pool was developed by using information obtained through semi­

structured interviews. By factor analyses, six lifestyle segments were obtained in the 

study. These were; demonstrative, pragmatic, conventional, perceptive, economical, 

and impulsive. The demographics included profession (working, non-working) and 
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socioeconomic status (upper middle class, lower middle class) of women. Lifestyle 

differences between sample groups were highlighted by using t-test. 

Fatima (2001) segmented the married female cooking oil users on the basis of 

lifestyle characteristics and benefits sought from the product. Six lifestyle segments 

obtained in this study were; outdoor type, price oriented, health conscious, home body, 

sociable and media oriented. This study showed significant differences in the lifestyle 

characteristics of working and nonworking women. 

Rationale of the Study 

The basic purpose of present study is to develop a lifestyle inventory that would 

help to obtain more comprehensive and penetrating profiles of lifestyle of consumers. 

It will lead to organize much isolated data about consumers into useful information. In 

Pakistan, economy is developing rapidly and there are many producers of fast moving 

consumer goods. This growth has led to tough competition among producers of 

FMCGs. In consumer oriented working environment, the key to success is knowledge 

about lifestyle of consumers. Organizations that would have little knowledge about 

consumers will be able to design consumer specific products and services. This will 

lead them to better market share and profitability. This study aims to aid the marketing 

managers and researchers in understanding of lifestyle of consumers. 

The basic premise of developing the lifestyle inventory is to know consumers 

more effectively for better communication with them. In the coming days , the high 

impact of lifestyles of consumers on marketing management will not be surprising. In 

marketing discipline, the key to success for marketing managers is to facilitate the 

exchange process. For this, they view the consumers as focal point of their marketing 

effort. Vyncke (2002) stated that lifestyle research is of capital interest for 

communication managers to visualize their audiences more effectively and marketing 
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communication is more effective when end-user lifestyle profiles are understood and 

reflected in the content of the message. Lifestyle segments of consumers identified by 

this study can be useful for the marketing managers to have better understanding of the 

consumers. 

By matching relevant lifestyle dimensions to FMCG product attributes, it may 

be possible to use the findings of this study to fulfill the marketer's basic goal of 

predicting consumer responses to specific products. It will be possible to know the 

factors that motivate and guide purchase of consumers. By knowing that, business 

organizations can set their strategies to become friendlier to their consumers. 
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Chapter-II 

METHOD 

The present study was aimed to develop a Lifestyle Inventory for the consumers 

of fast moving consumer goods. 

Objectives 

The main objectives of the study were as follows: 

• To develop a lifestyle inventory for consumers of fast moving consumers goods 

• To see the impact of age on the lifestyle of consumers of fast moving consumers 

goods 

• To see the impact of lifestyle segments on the usage frequency of common fast 

moving consumers goods 

• To compare the lifestyle segments with demographic variable (gender, 

education, city, socio-economic status, profession, and marital status) 

• To develop profile of consumers of fast moving consumers goods on the basis of 

lifestyle and demographic characteristics. 

Research Design 

In order to achieve above objectives the research was conducted in four phases. 

Phase-I was designed to generated item pool for lifestyle inventory, where as main 

study included other three phases. Phase-II was focused on selection of final item pool 

for lifestyle inventory. Phase-III was designed to check the reliability of inventory for 

men and women separately and to test the generalization of inventory across 
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population. Phase-IV was conducted to compare the lifestyle with demographics and to 

see the impact of lifestyle on frequencies of the usage of FMCGs. Lifestyle profile of 

the consumers of FMCGs was also developed in this phase. 

Phase-I 

Objectives 

• To generate a pool of items for lifestyle inventory 

• To select common fast moving consumer goods used by consumers 

Instruments 

Focus Group Screener 

Focus group screener (Appendix A) was developed to screen out participants 

for discussion. The inclusion criterion for participants was: a) users of fast moving 

consumer b) minimum age of25 years c) and minimum education of 14 years for men 

and minimum education of 12 years for women. In this criterion, education for women 

is less than men because in Pakistan literacy rate of women is less than men. Same 

criterion was used in other phases of the study. 

Socio-economic Status Scale 

Socio-economic Status Scale (SES Scale) developed by Gallup Pakistan (2005) 

was used to find out the socio economic status of participants (Appendix B). It 

classified the participants on the basis of their education and profession of the head of 

household. This scale classifies the individuals into upper class, middle class, lower 

class and very lower class. The sample of this study consisted of respondents from 
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upper class , middle class , lower class. This SES Scale was also used in other phases of 

the study. 

Discussion guide 

Discussion guide (Appendix C) was developed on the basis of factors included 

in each of the four dimensions (activities, interests, opinions and demographics) of 

life style presented by Plummer (1974). In this interview guide activities were 

considered as the manifest actions (work, hobbies, social events, vacation, 

entertainment, clubs, community, shopping, spOlis, etc.). Interest was the degree of 

excitement 111 some objects, events or topics (family, home, job, community, 

recreation, fashion, food, media, achievements, etc.) and accompanies both special and 

continuing attention to it. Opinions were descriptive beliefs of oneself, social issues, 

politics, business, economics, education, products, future, culture, etc. 

Sample 

The population of this study was consumers of Fast Moving Consumer Goods 

living at Islamabad, Rawalpindi and Multan. The sampling frame was not ideal as all 

units of population were not listed. Purposive sampling was used. Inclusion criterion 

was users of fast moving consumer goods with minimum age of 25 years, living in the 

cities of Islamabad, Multan and Rawalpindi. However, an inclusion criterion for 

education of men and women was different. Minimum education for women was 12 

years and for men it was 14 years. This was done because literacy rate of women is 40 

%, while literacy rate of men is 60 % in the country (Economic Survey, 2005). 

Focus group screener was used to have homogenous groups of participants for 

focus groups discussion. By using Focus group screener a sample of 94 consumers of 

FMCGs was taken from Islamabad, Rawalpindi and Multan. Number of men and 
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women contacted was 200 and 130 screened, were invited for discussion (see 

Appendix D for the Invitation Letter). 

Finally, 40 men and 54 women participated in the discussion. Out of 94, only 

44 participants had completed 14 years of education, while 50 participants had 

completed 16 years of education. There were 50 palticipants from upper class , 30 from 

middle class and 11 from lower class. The mean age of the participants was 37 Years. 

The age of the youngest participant was 25 years and age of the oldest participant was 

56 years . There were 20 participants from Islamabad, 26 participants from Rawalpindi 

and 48 participants from Multan. 

Procedure 

Focus groups were carried out to have pnmary data about lifestyle of 

participants. Nine focus groups were conducted. Five focus groups were conducted at 

Multan, two at Rawalpindi and two at Islamabad. In four focus groups, all participants 

were men and the moderator and co-moderator were also men. While in five focus 

groups all participants were women and the moderator and co-moderator were also 

women. In five focus groups, age range of participants was 25 to 34 years. And in four 

focus groups, age range of patticipants was 35 to 44 years. Each discussion took an 

average of 90 minutes with no interval. In the debriefing session the queries of the 

palticipants about the topic were answered. All the discussions were recorded by audio 

tape recorder. 

Findings 

The contents of the discussions were analyzed to identify frequently mentioned 

comments with the help of summary of the focus groups (see Appendix E) developed 

from transcriptions of audio recordings and notes taken by the co-moderator. 
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Frequently mentioned comments were used to construct 184 items (see Appendix F for 

the Initial Item Pool) . 71 items were about activities , 53 items were related to interests 

and 60 items were to describe opinions of the participants. 

Co mmittee Approach 

Committee approach was used to check the 184 items. The list of 184 items was 

given to 7 experts (4 Psychologists, 2 sociologists and 1 anthropologist). They were 

briefed about lifestyle and were requested to carefully identify statements which: a) are 

not clear in expression; b) do not have face validity; c) contain redundant words; d) are 

similar with any other item; and e) are unsuitable for five point scale (see Appendix G 

for the Request for Opinion). As a result of committee approach, a final list of 158 

statements was prepared covering different aspects of lifestyle. 56 items were related to 

activities , 50 items were related to interests and 52 items were related to opinions. 

Categorization of Items 

The items were categorized into eight categories mentioned in VALS-2. This 

was done with the help of three expert judges (one Psychologist, one Sociologist and 

one Anthropologist) who have an insight into the issues pertaining to lifestyle. The 

judges were explained the eight dimensions of lifestyle as described in VALS2 and 

were asked to categorize the items in these dimensions of lifestyle. In the item pool of 

158 items, the judges put 31 items in the dimension of actualizers; 12 items in 

fulfilleds; 17 items in believers; 17 items in achievers ; 19 items in strivers; 31 items in 

experiencers; 11 items in makers; and 20 items in strugglers (see Appendix H for the 

158 Categorized Items). 
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Selection of Commonly Used FMCGs 

Commonly used products were selected from five categories including: soaps, 

washing powders, shampoo, skin-creams, toothpaste and cold drinks. During focus 

groups each participant was asked to tell the brand names of products used by them in 

above categories. By the analyses of their responses 20 products (Appendix I) were 

selected for the final study. 

Main Study 

Phase-II 

Objectives 

• To select the final items for subscales on inventory on the bases of item total 

correlation 

• To determine the reliability of the inventory 

• To know the frequency of the use of common FMCGs 

Instruments 

Initial Lifestyle Inventory for Consumers 

Initial Lifestyle Inventory for Consumers consisted of 158 items selected in the 

first phase. Respondents were asked to respond on a five point scale. The options given 

to respondents were as follows: 

~......G'~j(( 4 (f)~J}Jf 1 

:.:?' ~ ./.,by 5 ~ .d -G' AI7 j l?' 2 

~...£~J: 3 
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Information Sheet 

Information sheet was developed to inquire about the basic demographics 

variables mentioned by Plummer (1974) while developing the dimensions of lifestyle. 

These were age, education, gender, marital status, occupation, and city (see Appendix 

K for the Information Sheet). 

Socio-economic Status Scale 

Socio-economic Status Scale used in the phase-I was used to know the socio­

economic status of the respondents in the phase-II. 

Product Usage Frequency Scale 

Product Usage Frequency Scale (Appendix I) consisted of 20 products selected 

in the first phase. Respondents were asked to respond on a five point scale. The options 

given to respondents were as follows: 

1 = Use Never 

2 = Use Seldom 

3 = Use Occasionally 

Procedure 

4 = Use frequently 

5 = Use Always 

This phase was done in two stages: 

Stage I: Pre-tryout 

In this stage the Initial Lifestyle Inventory for Consumers was administered to 

check the vocabulary of the items. 

Sample: Sample consisted of 20 Consumers of fast moving consumer goods 

living in Islamabad. 10 were men and 10 were women. 
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Procedure: Initial Lifestyle Inventory for Consumers was administered 

individually, and the respondents were requested to fill the questionnaire by monitoring 

the understandability of the statements and indicating the words that were misleading 

or difficult to understand. The results of pre-tryout stage indicated that there was no 

confusion in the vocabulary of the items. 

Stage 2: Tryout of the Inventory 

Sample: Inclusion criterion was similar to that of Phase-I. The sample for this 

stage consisted of 482 consumers of FMCGs. The majority of the respondents were 

from Multan (199), followed by Rawalpindi (185) and Islamabad (98) . As many as 

249 of the respondents had up to 14 years of education, while 233 had education of 

above 14 years. 320 respondents were married, while 162 were single. 104 respondents 

were from upper class, followed by 204 form middle class and 174 were from lower 

class. 

There were 230 men and 252 women. Mean age of the respondents was 35 

years. The age of the youngest respondents was 25 years and age of the oldest 

participant was 65 years. Respondents belonged to different occupations and 

professions such as private sector employees, public sector employees, house workers, 

businessmen, students, unemployed and professionals (doctors, engll1eers, 

architectures, and chartered accountants) . 

107 respondents were students, 95 were non working and 280 respondents were 

working. Non working category included unemployed and house wives . Working 

category included: employees at public and private organizations, professionals, 

businessmen and landlords. 

Procedure: The respondents were approached at their homes or at their work 

places. All questionnaires were administered individually. Written instructions (see 
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Appendix L for the Instructions) were given on the each questionnaire and respondents 

were briefly told about the study. Product Usage Frequency Scale and Socio-economic 

status scale were also administered along with the Initial Lifestyle Inventory. 

Respondents were assured that information obtained from them will only be 

used for research purpose and will be kept confidential. Six hundred and eighty forms 

were distributed to the selected respondents and the return rate was 84%. Five hundred 

and eleven forms were collected back. 

Data Analysis: For the analyses , all the data was computerized by using Epi­

data; a data entry software. Later, data was exported to SPSS (Statistical Package for 

the Social Sciences) for further processing. Before doing any computations, feasibility 

of data for analyses was assessed. In order to handle the missing values in the data, 

multiple approaches were used. 19 cases having 20% or more missing values were 

excluded from the study before the final analyses. While 35 cases were having few 

missing values , and those were filled by using prior knowledge (median) and inseliing 

mean values. There were 10 cases with unusual pattern of responses. They were also 

excluded form the study. Hence responses of 482 cases were used at this stage of study. 

Findings 

The phase-II of the study was aimed at constructing the Lifestyle Inventory for 

Consumers and measuring the psychometric properties of the inventory. 

Item total cOlTelations for the items with in each category were calculated to 

have final items . The results yielded 82 items significantly correlated at p<.OI and 

above, the r ranged from .31 to .52 (see Appendix J for the r scores of the 158 items). 

Therefore, these items were included in the final Lifestyle inventory of consumers. In 

the inventory of 82 items, 17 items were in the dimension of actualizers; 8 items were 

in believers ; 11 items were in experiencers; 10 items were in achievers; 8items were in 
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strivers;6items were in makers;9items were in fulfilleds ; and 13 items were 111 

Strugglers (see Appendix M for the Lifestyle Inventory of Consumers). 

Reliability of inventory was determined by item total correlations, Cronbach,s 

Alpha Coefficient, Split half reliability, and inter scale correlation coefficients for 

subscales and total lifestyle inventory. 

Phase-III: Generalizability and Validity of the LSIC 

This phase involved assessing the degree of generalizability of the results to the 

population. 

Objectives 

• To see the reliability of test for male consumers and female consumers 

separately 

• To test the validity and generalization of inventory across population 

Procedure 

Phase-III was completed in two stages: 

Stage-I 

Objective: To see the reliability of test for male consumers and female 

consumers separately 

Sample: For this, the original sample was split on gender bases. Sub sample A 

consisted of 230 men. The mean age of the respondents was 40.3. There were 116 

respondents with 14 years of education, while 114 respondents were with education of 

above 14 years. 163 respondents were married, while 67 were single. 163 respondents 
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were working, 58 were students and only 9 were non working. 53 respondents 

belonged to upper class, 64 were from lower class and 113 respondents were from 

lower class. 54 of them were from Islamabad, 58 were from Rawalpindi and 118 were 

from Multan. 

Sub sample B consisted of 252 women with mean age of 38 years. 133 

respondents were having education up to 14 years, while 119 respondents were having 

education above 14 years. 157 women were married, while 95 women were single. 117 

were working, 49 were student, and 86 were non working. 110 of the respondents were 

from lower class followed by 91 from the upper class and 51 from the upper class. 

Most of them were from Rawalpindi (127), followed by Multan (81) and Islamabad 

(44). 

Procedure: Psychometric of sub sample A and B were computed separately and 

results were found statistically significant. 

Stage -II 

Objective: To test the generalization and validity of inventory across population 

Sample: A new independent sample of 150 consumers of fast moving consumer 

goods was taken. The inclusion criterion was similar to that used in Phase-I of the 

study. There were 88 men and 62 women in the sample. 53 respondents were having 

Up to 14 years of education, 97 respondents were having above 14 years of education. 

Most of the respondents were married (101) followed by single (49). 79 respondents 

were working, 56 respondents were students , and 15 were nonworking. 101 of them 

were from upper class, followed by 43 from the middle class, and 6 from the lower 

class. Most of them (108) were from Islamabad, 39 were from Rawalpindi and 3 were 

from Multan. 

44 



Procedure: Respondents were approached at their homes and at their work 

places and were requested to complete an information sheet, Lifestyle Inventory for 

Consumers, Product Usage Frequency Scale and Socio-economic Status Scale. These 

were administered individually. Written instructions were given on the each 

questionnaire and respondents were briefly told about the study. Respondents were 

assured that information obtained from them will only be used for research purposes 

and will be kept confidential. After the completion, the questionnaires were collected 

and were inspected for the missing data. All the data was computerized and 

psychometric properties of the inventory were analyzed. 

Phase-IV: Application of the LSIC 

This phase was conducted to assess the applicability of the developed 

inventory. 

Objectives 

• To see the impact of age on the lifestyle of consumers of fast moving consumers 

goods 

• To see the impact of lifestyle segments on the usage frequency of common fast 

moving consumers goods 

• To compare the lifestyle segments with demographic variable (gender, 

education, city, socio-economic status, profession, and marital status) 

• To develop profile of consumers of fast moving consumers goods on the basis of 

lifestyle and demographic characteristics. 
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Instruments 

Instruments used in this phase included: Initial Lifestyle Inventory for 

Consumers (LSIC); Information Sheet; Socio-economic Status Scale; and Product 

Usage Frequency Scale. 

Sample 

Sample for this phase consisted of 632 consumers of FMCGs. The mean age of 

the respondents was 37 years. Most of the respondents (346) were having education of 

above 14 years, while 286 respondents were having education up to 14 years. 318 were 

male consumers and 314 were female consumers. 421 respondents were married and 

211 were single. 359 respondents were working, followed by 163 students and 110 non 

working. 205 respondents were from upper class, 247 were from middle class, while 

180 respondents were from lower class . 224 of the respondents were from Rawalpindi , 

followed by 206 of the respondents from Islamabad and 202 respondents were form 

Multan. 

Procedure 

Statistical package for social SCIences (SPSS) was used to analyze the data. 

Linear regression was computed to see the impact of age on Lifestyle and lifestyle 

segments. Similarly, impact of lifestyle segments on usage frequency of common fast 

moving consumer goods was also assessed by linear regression analyses . t-test was 

computed to compare the lifestyle and lifestyle segments with education, and gender 

and marital status of respondents. One way analyses of variance was computed to 

compare lifestyle and lifestyle segments with socioeconomic status, city, and work of 

consumers ofFMCGs. 
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RESULTS 



Chapter-III 

RESULTS 

The data of the present study was analyzed to develop the lifestyle inventory of 

consumers. In phase-I of the study, an initial items pool of 184 items was obtained 

through focus group and 158 items were selected for the lifestyle Inventory by 

committee approach. Other three phases were part of main study and results of these 

phases were as follows: 

Results of Phase-II 

Table 2 

Item-total correlations of Lifestyle Inventory for Consumers (LSIC) (N = 482) 

Items Correlations Items Correlations Items Correlations 

.37** 11 .38** 22 .45** 

2 .32** 12 .5 1 ** 21 .55** 

3 .37** 13 .61 ** 23 .46** 

4 .55** 14 .39** 24 .55** 

5 .28** 15 .48** 25 .58** 

6 .47** 16 .54** 26 .45** 

7 .26** 17 .62** 27 .53** 

8 .46** 18 .63** 28 .43** 

9 .67** 19 .53** 29 .32** 

10 .40** 20 .33** 30 .39** 

Cant ... 
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Items Correlations Items Correlations Items Correlations 

31 .23** 49 .51 ** 67 .63 ** 

32 .31 ** 50 .53 ** 68 .59** 

33 .26** 51 .42** 69 .43** 

34 .35** 52 .33** 70 .53** 

35 .54** 53 .14* 71 .36** 

36 .46** 54 .44** 72 .61 ** 

37 .53 ** 55 .37** 73 .61 ** 

38 .37** 56 .21 ** 74 .57** 

39 .48** 57 .39** 75 27** 

40 .39** 58 .34** 76 .39* * 

41 .46** 59 .48* * 77 .48** 

42 .47** 60 .53** 78 .48** 

43 .60* * 61 .44** 79 .38** 

44 .61 ** 62 .49* * 80 .39** 

45 .45** 63 .35** 81 .51 ** 

46 .44** 64 .51 ** 82 .50** 

47 .39** 65 .56** 

48 .56** 66 .43** 

*p<.05, **p<.OJ 

Item total correlation was calculated to test the relevance of items with the 

inventory and to determine the internal consistency of inventory. Results in the table 2 

indicate that all the items are significantly correlated with r value ranging from .14 to 

.63 . 
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Table 3 

Alpha Reliability Coefficient of total and subs cales of Lifestyle Inventory for Consumers 
(LSIC) (N = 482) 

S. No Subscales No. of Items Alpha Coefficient 

I Actualizers 17 .81 

II Believers 08 .75 

III Experiencers 11 .68 

IV Achievers 10 .77 

V Strivers 08 .61 

VI Makers 06 .56 

VII Fulfilleds 09 .75 

VIII Strugglers 13 .81 

Total LSIC 82 .95 

Initial psychometric analyses, using Cronbach Alpha Coefficient determined an 

internal consistency coefficient of .95 for the entire inventory. For subscales it ranges 

from .56 to .81 . 
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Table 4 

Inter-scale correlation coefficients for sub-scales and total scale scores on Lifestyle 
Inventory for Consumers (LSIC) (N=482) 

S.# Segments I II III IV V VI VII VIII 

I Actualizers 

II Believers .72** 

III Experiencers .69** .60** 

IV Achievers .73** .73** .62** 

V Strivers .62** .62** .61 ** .55** 

VI Makers .63** .55** .42** .60** .40** 

VII Fulfilleds .72** .75** .58** .66** .61 ** .55** 

VIII Strugglers .65** .68** .61 ** .62** .73** .44** .71 ** 

Total LSIC .89* * .86** .79** .84** .77** .67** .85* * .84* * 

**p < 0.01 

The internal consistency was further determined by inter correlation of every 

sub scale as well as with that of total score on inventory. Table 4 show that all the inter 

scale correlations were highly significant ranging from .40 to .89. 
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Table 5 

Split half Correlation Coefficient among total and subscales of Lifestyle Inventory for 
Consumers (LSIC) (N = 482) 

S. No Subscales No. of Items Correlation 

I Actualizers 17 .73 

II Believers 08 .75 

III Experiencers 11 .66 

IV Achievers 10 .69 

V Strivers 08 .62 

VI Makers 06 .64 

VII Fulfilleds 09 .68 

VIII Strugglers 13 .79 

Total LSIC 82 .93 

To calculate the split half reliability coefficient, lifestyle inventory was divided 

in to two parts with 41 items in the first part and 41 items in the second part on the 

basis of odd even items. The correlation coefficient between two parts was found .93 

and for the subscales it ranges from .62 to .79. 

Table 6 

Alpha Reliability Coefficient of Product Usage Frequency Scale (P UFS) (N = 482) 

Scale No.ofItems Alpha Coefficient 

Product Usage Frequency Scale 20 .63 

Results in table 6 shows that PUFS has significant alpha reliability of .63. 
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Table 7 

Item Total Correlations for Product Usage Frequency Scale (P UFS) (N=482) 

Items Correlations Items Correlations 

1 .21 ** 11 .41 ** 

2 .33** 12 .40** 

3 .30** 13 .26** 

4 .21 ** 14 .40** 

5 .42** 15 .36** 

6 .35** 16 .24** 

7 .30** 17 .37** 

8 .34* * 18 .41 ** 

9 .40** 19 .43** 

10 .44** 20 .41 ** 

**p < .01 

Table 7 indicates that item total con-elations are statistically significant ranging 

from .21 to .44. 

Table 8 

Split half Correlation Coefficient of Product Usage Frequency Scale (PUFS)(N= 482) 

Scales No. of Items Correlation 

Product Usage Frequency Scale 20 .59 

Table 8 shows that PUFS has significant split halfreliability of .59. 
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Results of Phase-III 

Table 9 

Item-total correlations of Lifestyle Inventory for Consumers (LSIC) with sub sample of 
men (N= 230) 

Items Correlations Items Correlations Items Correlations 

1 .42** 19 .56** 37 .60** 

2 .35 ** 20 .36** 38 .40** 

3 .47** 21 .56** 39 .45 ** 

4 .68** 22 .52** 40 .44** 

5 .32** 23 .50* * 41 .60** 

6 .54** 24 .60** 42 .40** 

7 .28** 25 .59** 43 .40** 

8 .47** 26 .49** 44 .47** 

9 .70** 27 .51 ** 45 .60** 

10 .45* * 28 .36** 46 .64** 

11 .44** 29 .52** 47 .39* * 

12 .46** 30 .41 ** 48 .52** 

13 .59** 31 .25** 49 .33 ** 

14 .41 ** 32 .32** 50 .54** 

15 .51 ** 33 .26** 51 .5 0* * 

16 .54** 34 .38** 52 .55 ** 

17 .63* * 35 .57* * 53 .43** 

18 .61 ** 36 .40* * 54 .38** 

Cant ... 
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Items Correlations Items Correlations Items Correlations 

55 .40** 68 .51 ** 81 .45** 

56 .15* 69 .38** 82 .5 0** 

57 .32** 70 .49** 

58 .40** 71 .37** 

59 .46** 72 .62** 

60 .57** 73 .64** 

61 .52** 74 .59** 

62 .51 ** 75 .24* 

63 
.47** 

76 .40** 

64 .47** 77 .55* * 

65 .50** 78 .54** 

66 .46** 79 .28** 

67 .62** 80 .41 ** 

*p<.05, **p<.OI 

Results in the table 9 show that item total correlations for items 53, 56 and 75 

are significant with r = .11 , .15 and .24 respectively. While item total correlation of 

other items are highly significant ranging form .25 to .64. 
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Table 10 

Inter-scale correlation coefficients for sub-scales and total scale scores on Lifestyle 
Inventory for Consumers (LSIC) with sub sample of men (N= 23 0) 

S.# Segments I II III IV V VI VII VIII 

I Actualizers 

II Believers .72** 

III Experiencers .71 ** .61 ** 

IV Achievers .75** .72** .65** 

V Strivers .59** .62** .60** .58** 

VI Makers .65** .56** .40** .57** .40** 

VII Fulfilleds .69** .77** .56** .69** .60** .51 ** 

VIII Strugglers .68** .72** .58** .66** .75** .45** .75** 

Total LSIC .90** .86** .79** .85** .77** .66** .84** .86** 

**p < 0.01 

Table 10 indicates that inter correlations of every sub scale as well as with that 

of total score on inventory are highly significant ranging from AO to .90. 
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Table 11 

Alpha Reliability Coefficient of total and subscales of Lifestyle Inventory for Consumers 
(LSIC) with sub sample of men (N= 230) 

S. No Subscales No. of Items Alpha Coefficient 

I Actualizers 17 .84 

II Believers 08 .77 

III Experiencers 11 .71 

IV Achievers 10 .76 

V Strivers 08 .61 

VI Makers 06 .56 

VII Fulfilleds 09 .75 

VIII Strugglers 13 .80 

Total LSIC 82 .95 

Results in table 11 indicated that Cronbach Alpha Coefficient for the LSIC is 

.95 that is significant. Alpha coefficient is also significant for subscales ranging from 

.56 to .84. 
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Table 12 

Split half Correlation Coefficient among total and subscales of Lifestyle Inventory for 
Consumers (LSIC) with sub sample of men (N= 230) 

S. No Subscales No. of Items Correlation 

Actualizers 17 .75 

II Believers 08 .79 

III Experiencers 11 .68 

IV Achievers 10 .71 

V Strivers 08 .64 

VI Makers 06 .61 

VII Fulfilleds 09 .72 

VIII Strugglers 13 .78 

Total LSIC 82 .92 

Table 12 shows that the split half correlation coefficient between two parts is 

.92 that is significant. Split half correlation coefficient is also significant for the 

subscales ranging from .61 to .79. 
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Table 13 

Item-total correlations of Lifestyle Inventory for Consumers (LSIC) with sub sample of 
women (N= 252) 

Items Correlations Items Correlations Items Correlations 

1 .35** 19 .52** 37 .46** 

2 .3 1 ** 20 .39** 38 .36** 

3 .26** 21 .56** 39 .54** 

4 .42** 22 .42** 40 .34** 

5 .25** 23 .43** 41 .53** 

6 .42** 24 .51 ** 42 .48** 

7 .25** 25 .58** 43 .61 ** 

8 .46** 26 .42** 44 .58** 

9 .65** 27 .56** 45 .53** 

10 .41 ** 28 .50** 46 .43* * 

11 .36** 29 .2 1 ** 47 .46** 

12 .57** 30 .39** 48 .58** 

l3 .64* * 31 .20** 49 .51 ** 

14 .38** 32 .29** 50 .52** 

15 .46** 33 .27** 51 .41 ** 

16 .55** 34 .33** 52 .28** 

17 .62** 35 .52** 53 .l6* 

18 .65** 36 .53** 54 .42** 

Cont. 
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Items Correlations Items Correlations Items Correlations 

55 .35** 68 .48** 81 .50* * 

56 .27** 69 .57** 82 .57** 

57 .47** 70 .38** 

58 .32* * 71 .60** 

59 .49** 72 .59** 

60 .52** 73 .55** 

61 .43** 74 .30** 

62 .47** 75 .41 ** 

63 .57* * 76 .44** 

64 .63** 77 .43** 

65 .42** 78 .48** 

66 .64* * 79 .39** 

67 .67** 80 .56** 

**p<.OI 

Table 13 shows that item total correlations of all the items are highly significant 

ranging form .20 to .64. 

59 



Table 14 

Inter-scale correlation coefficients for sub-scales and total scale scores on Lifestyle 
Inventory for Consumers (LSlC) with sub sample of women (N= 252) 

S.# Segments I II III IV V VI VII VIII 

I Actualizers 

II Believers .71 ** 

III Experiencers .67** .60** 

IV Achievers .7 1 ** .73** .58** 

V Strivers .64** .61 ** .60** .53** 

VI Makers .62** .54** .46** .63** .41 ** 

VII Fulfilleds .76** .75** .64** .65** .65** .58** 

VIII Strugglers .62** .64** .62** .58** .71 ** .43** .69** 

Total LSIC .89** .84** .79** .82** .78** .69** .87** .82** 

**p < 0.01 

Results in the table 14 shows that inter correlation of every sub scale as well as 

with that of total score on inventory are highly significant ranging from .41 to .89 . 

60 



Table 15 

Alpha Reliability Coefficient of total and subscales of Lifestyle Inventory for Consumers 
(LSlC) with sub sample of women (N= 252) 

S. No Subscales No. of Items Alpha Coefficient 

I Actualizers 17 .78 

II Believers 08 .74 

III Experiencers 11 .66 

IV Achievers 10 .78 

V Strivers 08 .61 

VI Makers 06 .57 

VII Fulfilleds 09 .75 

VIII Strugglers 13 .82 

Total LSIC 82 .94 

Table 15 shows that Cronbach Alpha Coefficient for the inventory is .94 that is 

significant. Alpha coefficient is also significant for sub scales ranging from .57 to .82. 
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Table 16 

Split half Correlation Coefficient among total and subscales of Lifestyle Inventory for 
Consumers (LSlC) with sub sample of women (N= 252) 

S. No Subscales No. of Items Correlation 

I Actualizers 17 .7 1 

II Believers 08 .71 

III Experiencers 11 .65 

IV Achievers 10 .68 

V Strivers 08 .62 

VI Makers 06 .64 

VII Fulfilleds 09 .68 

VIII Strugglers 13 .79 

Total LSIC 82 .93 

Table 16 shows that split half correlation coefficient for the inventory is .93 and 

for the subscales it ranges from .62 to .79 that is significant. 

62 



Table 17 

Item-total correlations of Lifestyle Inventory for Consumers (LSIC) with a new sample 
(N=I50) 

Items Correlations Items Correlations Items Correlations 

1 .36** 19 .49** 37 .24** 

2 .52** 20 .46** 38 .29** 

3 .42** 2 1 .37** 39 .40** 

4 .49** 22 .42** 40 .44** 

5 .20* 23 .45** 41 .43** 

6 .48** 24 .40** 42 .35** 

7 .37* * 25 .48** 43 .45** 

8 .47** 26 .19* 44 .42** 

9 .40** 27 .18* 45 .38** 

10 .33** 28 .17* 46 .39** 

11 .35** 29 .49** 47 .48** 

12 .27** 30 .17* 48 .56** 

13 .35 ** 31 .23* 49 .35** 

14 .37** 32 .32** 50 .39** 

15 .41 ** 33 .33** 51 .34** 

16 .47** 34 .20* 52 .17* 

17 .37** 35 .17* 53 .19* 

18 .46** 36 .29** 54 .24** 

Cont ... 
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Items Correlations Items Correlations Items Correlations 

55 .19* 68 .28** 81 .25** 

56 .19* 69 .27* * 82 .38** 

57 .33 ** 70 .36** 

58 .25** 71 .27** 

59 .40** 72 .40** 

60 .43** 73 .49** 

61 .37** 74 .50** 

62 .29** 75 .25** 

63 .28** 76 .41 ** 

64 .43** 77 .41 ** 

65 .57** 78 .20* 

66 .43 ** 79 .37** 

67 .40** 80 .30** 

*p<.05, * *p<. 0 I 

Results in the table 17 show that item total correlation of all the items are 

significant ranging form .17 to .57 . 
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Table 18 

Inter-scale correlation coefficients for sub-scales and total scale scores on Lifestyle 
Inventory for Consumers (LSIC) with a new sample (N= 150) 

S.# Segments I II III IV V VI VII VIII 

I Actualizers 

II Believers .51 ** 

III Experiencers .28** .6 1 ** 

IV Achievers .48** .67** .15* 

V Strivers .19* .29** .22* .19* 

VI Makers .27** .20* .18* .30** .18* 

VII Fulfilleds .38** .60** .19* .49** .19* .26** 

VIII Strugglers .21 * .40** .38** .31 ** .46** .2 1 * .45** 

Total .75** .70** .38** .66** .51 ** .46** .63** .63** 

*p < .05 **p < 0.01 

Table 18 shows that inter correlation of every sub scale as well as with that of 

total score on inventory are statistically significant ranging from .1 5 to .75. 
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Table 19 

Alpha Reliability Coefficient of total and subs cales of Lifestyle Inventory for Consumers 
(LSIC) with a new sample (N=J50) 

S. No Subscales No. of Items Alpha Coefficient 

I Actualizers 17 .82 

II Believers 08 .77 

III Experiencers 11 .78 

IV Achievers 10 .77 

V Strivers 08 .70 

VI Makers 06 .66 

VII Fulfilleds 09 .73 

VIII Strugglers 13 .80 

Total 82 .90 

Table 19 shows that Cronbach Alpha Coefficient for the inventory is .90 that is 

significant. It is also significant for the subscales ranging from .66 to .82. 
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Table 20 

Split half Correlation Coefficient among total and subs cales of Lifestyle Inventory for 
Consumers (LSIC) with a new sample (N=J50) 

S.No Subscales No. of Items Correlation 

I Actualizers 17 .75 

II Believers 08 .71 

III Experiencers 11 .75 

IV Achievers 10 .65 

V Stt'ivers 08 .46 

VI Makers 06 .62 

VII Fulfilleds 09 .52 

VIII Strugglers 13 .72 

Total 82 .66 

The split half correlation coefficient was .66 for the inventory and for the 

subscales it ranges from .46 to .75. 
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Results of Phase-IV 

Table 21 

Alpha Reliability Coefficient of total and subscales of Lifestyle Inventory for Consumers 
(N = 632) 

S.no Subscales No. of Items Alpha Coefficient 

I Actualizers 17 .81 

II Believers 08 .75 

III Experiencers 11 .74 

IV Achievers 10 .76 

V Strivers 08 .63 

VI Makers 06 .60 

VII Fulfilleds 09 .74 

VIII Strugglers 13 .81 

Total LSIC 82 .94 

To see the reliability of inventory for the present sample Cronbach's Alpha 

coefficient were calculated. The table above shows the Alpha reliability of the sub-

scales and total inventory. The values indicate the sufficient reliability of the scales and 

the sub-scales as well. 

Table 22 

Regression analysis for variable predicting the Lifestyle of Consumers (N=632) 

S. no. Variable B SE B jJ t p 

Age .117 .033 .142 3.59 .000** 

R 2 =.020, 6. R 2 =.020, F = 12.9 P < .000 
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The results in the table show R2 (percentage of dependent variable explained by 

independent variable) 2.0% of variance. The change in R2 is .020 with 

F=12.9(df=1 ,630) and p < .000. The impact of age is therefore significant on lifestyle. 

Table 23 

Regression analysis for variables predicting the usage ji-equency of common FMCGs 
(N=632) 

S. no. Variable B SEB fJ t P 

1 Actualizers .09 .056 .11 l.78 .075 

2 Believers .07 .108 .04 .65 .513 

,., 
Experiencers .18 .052 .16 3.51 .000** J 

4 Achievers .14 .083 .10 l.72 .085 

5 Strivers .08 .093 .04 .87 .380 

6 Makers .08 .093 .04 .87 .383 

7 Fulfilleds .20 .092 .14 2.23 .026* 

8 Strugglers .01 .064 .01 .27 .784 

R 2 = .047, f"., R 2 = .047, F= 3.856 p < .000 

The results in the table show R2 (percentage of dependent variable explained by 

independent variables) 4.7% of variance. The change in R2 is .47 with F = 3.856 (df=8 , 

623) and p < .000 . The impact of lifestyle segments is therefore significant on usage 

frequency of FMCGs. 
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Table 24 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the gender of Consumers (N=632) 

Gender N M SD t p 

Men 318 313.41 40.29 

1.86 .062 

Women 314 319.32 39.32 

df= 630, p>.OS 

Table shows the differences in the mean scores of male and female consumers, 

on the Lifestyle Inventory for Consumers. The difference in the means of male and 

female consumers, on the LSIC was found to be statistically non significant 

(t=1 .86,df=630,p>.OS). 

Table 25 

Mean, standard deviation and t-values on sub-totals of activities, interests and opinions 
comparing the gender of Consumers (N=632) 

Men Women 

(n = 318) (n=314) 

Scales M SD M SD t P 

Activities 
107.30 IS.00 107.68 14.77 .32 .749 

Interests 
134.29 18.31 137.S2 17.76 2.24 .02S * 

Opinions 
71.81 11.37 74.12 10.76 2.62 .009* * 

dj =630, *p< .05, **p < .01 

Table shows the differences in the mean scores of male and female consumers, 

on the subtotals of activities, interests and opinions. The differences in the mean of 

male and female consumers, on the subtotals of opinions (t = 2.62, df= 630, P < .01) 
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and interests (t = 2.24, df= 630, p < .05) were found to be statistically significant. The 

mean column shows that women were more agreed to interests (M = 137.52) and 

opinions (M=74.12) as compared to men (M = 134.29) and (M = 71.81) respectively. 

The differences in the mean of male and female consumers, on the subtotal of 

activities was found to be statistically non significant (t = .32, df = 630, p > .05). 

Table 26 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the gender of Non-working Consumers (N= 11 0) 

Gender N M SD t P 

Non working Men 40 309.64 35.23 

.37 .705 

Nonworking Women 70 314.12 39.74 

df= 108 

Table shows the differences in the mean scores of male and female non-

working consumers, on the Lifestyle Inventory for Consumers. The difference in the 

means of male and female non-working consumers, on the LSIC was found to be 

statistically non significant (t=.37, df= 108,p > .05). 
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Table 27 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the gender of Student Consumers (N = 163) 

Gender N M SD p 

Male Students 87 307.46 47.59 

.37 .708 

Female Students 76 310.16 43.66 

df= 161 

Table shows the differences in the mean scores of male and female student 

consumers, on the Lifestyle Inventory for Consumers. The difference in the means of 

male and female student consumers, on the LSIC was found to be statistically non 

significant (t = .37, df= 161 , p > .05). 

Table 28 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the gender of Working Consumers (N=359) 

Gender N M SD t p 

Working Men 219 315.97 37.19 

3.02 .003** 

Working Women 140 327.19 35.60 

df= 357, **p < .01 

Table shows the differences in the mean scores of male and female working 

consumers, on the Lifestyle Inventory for Consumers. The difference in the means of 

male and female consumers, on the LSIC was found to be statistically significant (t = 

3.02, df= 357, p < .01) . The mean column shows that working female consumers are 

more ambitious about lifestyle (M=327.19) as compared to working male consumers 

(M=315.97). 
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Table 29 

Mean, standard deviation and t-values on subscales of Lifesty le Inventory for 
Consumers (LSIC) comparing the gender of working Consumers (N=359) 

Working Men Working Women 

(n =219) (n = 140) 

Subscales M SD M SD t P 

Actualizers 65.26 9.16 66.39 8.61 1.16 .245 

Believers 33 .14 5.27 34.69 4.66 2.85 .005** 

Experiencers 36.60 7.57 40.60 6.01 5.31 .000* * 

Achievers 39.86 5.92 41.90 5.48 3.28 .001 ** 

Strivers 30.00 4.90 31.59 4.89 2.99 .003** 

Makers 21.37 4.36 22.61 3.87 2.74 .006** 

Fulfilleds 37.03 5.18 36.44 5.70 1.01 .311 

Strugglers 52.74 7.32 53.71 6.61 1.27 .203 

df =357, *p< .05, **p < .01 

Table shows the differences in the mean scores of male and female working 

consumers, on the subscales of LSIC. The difference in the means of male and female 

consumers, on the fo llowing five subscales of LSIC was found to be statistically 

significant: believers (t=2.85, df =357, p < .01); experiencers (t=5.3 1, df =357, p 

< .01); achievers (t=3 .28 , df =357, p < .01); strivers (t=2.99 , df =357, p < .01); and 

makers (t=2 .74 , df =357 , P < .01). 

However, the difference in the means of male and female working consumers, 

on the following three subscales of LSIC were found to be statistically non significant: 

actualizers (t=1.16 , df =357, p > .05); fulfilleds (t=1.01 , df =357, P > .05); and 

strugglers (t=1.27 , df =161 , p >.05). 

73 



Table 30 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the marital status of Consumers (N=632) 

Marital Status N M SD t P 

Married 211 310.12 41.99 

2.85 .005** 

Single 421 319.64 38.30 

df= 630, ** P <.01 

Table shows the differences in the mean scores of married and single 

consumers, on the Lifestyle Inventory for Consumers. The difference in the means of 

married and single consumers on the LSIC was found to be statistically significant 

(t=2.85 , df =630, p < .01). The mean column shows that single consumers are more 

ambitious about lifestyle (M=319 .64) as compared to married consumers (M=31 0.12). 
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Table 31 

Mean, standard deviation and t-values on subscales of Lifestyle Inventory for 
Consumers (LSIC) comparing the marital status of Consumers (N=632) 

Married Single 

(n=211) (n = 421) 

Subscales M SD M SD t P 

Actualizers 
64.40 9.82 65.45 9.45 1.29 .195 

Believers 
31.68 5.41 33.76 5.11 4.73 .000** 

Experiencers 
37.26 7.96 38.75 7.46 2.31 .021 * 

Achievers 
39.11 6.99 40.24 5.95 2.11 .035* 

Strivers 
29.57 5.46 30.94 4.72 3.26 .001 ** 

Makers 
21.28 4.68 21.28 4.17 .01 .996 

Fulfi lleds 
35.36 5.85 36.07 5.64 1.46 .143 

Strugglers 
51.46 8.35 53.15 7.72 2.53 .012* 

df =630, * p < .05, **p < .01 

Table shows the differences in the mean scores of married and single 

consumers, on the subscales of LSIC. The difference in the mean scores of married and 

single consumers, on the following five subscales of LSIC was found to be statistically 

significant: believers (t=4.73 , df =63 0, p < .01); experiencers (t=2.3 1, df =630, p 

<.05); achievers (t=2 .11 , df =630, p < .05);strivers (t=3 .26 , df =630, p < .01); and 

strugglers (t=2.53 , df =630, p <.05). However, the differences in the mean score of 

married and single consumers, on the following three subscales of LSIC were found to 

be statistically non significant: actualizers (t=1.29, df=630 , p > .05); makers (t= .01 , df 

=630 , p > .05); and fulfilleds (t=1.46 , df =630, p > .05). 
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Table 32 

Mean, standard deviation and t-values on Lifestyle Inventory for Consumers (LSIC) 
comparing the education of Consumers (N=632) 

Education N M SD t p 

Up to 14 Years 286 315 .69 41.17 

.38 .70 

Above 14 Years 346 316.89 38.85 

df= 630 

Table shows the differences in the mean scores of consumers with up to 14 

years of education and consumers with above 14 years of education, on the Lifestyle 

Inventory for Consumers. The differences in the mean score of consumers, on the LSIC 

was found to be statistically non significant (t=.38, df= 630, p > .05). 

Table 33 

Mean, standard deviation and t-values on sub-totals of activities, interests and opinions 
comparing the education of Consumers (N=632) 

Up to 14 yrs Above 14 yrs 

(n = 286) (n = 346) 

Scales M SD M SD t P 

Activities 106.39 15.26 108.40 14.51 1.69 .091 

Interests 135.63 18.49 136.12 17.80 .34 .734 

Opinions 73.67 11.27 72.37 10.98 1.46 .143 

df =630, * p < .05, **p < .01 

Table shows the differences in the mean scores of consumers with up to 14 

years of education and consumers with above 14 years of education, on the subtotals of 

activities , interests and opinions. The differences in the mean score of consumers, on 
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the subtotals of activities (t=1.69 , df = 630, p > .05), interests (t=.34 , df =630, p > .05), 

opinions (t =1.46, df =630, P > .05), were found to be statistically non significant. 

Table 34 

Mean, standard deviation and f value for working, nonworking and students on Lifestyle 
Inventory for Consumers (LSIC) (N=632) 

Working Non-working Students 

(N=359) (N = 163) (N = 110) 

Scale M SD M SD M SD f P 

LSIC 320.64 36.99 308.72 45.68 313.64 38.25 5.38 .005** 

df =2,629 ** p < .01 

Table shows the differences in the mean scores of working, non-working, and 

students, on the LSIC. Results show that the difference in the mean scores of working, 

nonworking and students was statistically significant ([(2 ,629) = 5.38 , P < .Ol.) on LSIC. 

Post hoc analyses using the Bonferroni criterion for significance indicated that the 

working consumers (M = 320.64, SD = 36.99) have significant mean differences from 

nonworking (M = 308.72, SD = 45.68) and students (M = 313.64, SD = 38.25) on 

LSrc. 
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Table 35 

Mean, standard deviation and f value for working, nonworking and students on 
subscales of Lifestyle Inventory for Consumers (LSIC) (N=632) 

Working Non-working Students 

(n=359) (n = 163) (n = 110) 

Subscale M SD M SD M SD f p 

Actualizers 65.70 8.95 64.75 8.89 63.92 11.21 2.02 .l33 

Believers 33.74 5.09 31.97 4.89 32.26 5.82 7.26 .001 ** 

Experiencers 38.14 7.27 38 .98 7.03 37.93 8.83 .67 .509 

Achievers 40.65 5.83 38.65 6.66 38.90 6.92 6.86 .001 ** 

Strivers 30.62 4.95 30.71 4.48 30.01 5.47 .96 .383 

Makers 21.86 4.21 21.05 4.75 20.10 4.18 9.54 .000* * 

Fulfilleds 36.80 5.39 34.40 6.34 34.70 5.27 12.76 .000* * 

Strugglers 53.12 7.06 51.20 9.55 52.82 8.07 3.34 .036* 

df =2, 629 ** p < .01 

Table shows the differences in the mean scores of working, non-working, and students, 

on the subscales of LSIC. Results show that the difference in the mean scores of 

working, nonworking and students was statistically significant on subscales of believers 

(f(2,629) =7.26, P < .01.), achievers if(2 ,629) =6.86, P < .01.), makers if(2,629) =9.54, P 

< .01.), fulfilleds if(2,629) =12.76, P <.01.) and strugglers if(2 ,629) =3.34, P < .05). Results 

show that the difference in the mean scores of working, nonworking and students was 

statistically non significant on subscale of actualizers if(2 ,629) =2.02 ,p > .05), experiencers 

if(2,629)= .67 , P > .05), and strivers if(2 ,629) =.96 , p > .05). 
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Table 36 

Mean, standard deviation and f value for consumers of Islamabad, Rawalpindi, and 
Multan on Lifestyle Inventory for Consumers (LSIC) (N=632) 

Islamabad Rawalpindi Multan 

(n =206) (n = 202) (n = 224) 

Scale M SD M SD M SD f p 

LSIC 306.59 42.23 331.20 33.44 311.20 39.35 23.05 .000** 

df=2,629 ** p < .01 

Table shows the differences in the mean scores of consumers of Islamabad, 

Rawalpindi and Multan on the LSIC. Results show that the difference in the mean 

scores of consumers of Islamabad, Rawalpindi and MUltan was statistically significant 

if(2 ,629) = 23 .05, P < .01). Post hoc analyses using the Bonferroni criterion for 

significance indicated that the consumers oflslamabad (M = 306.59, SD = 42.23) have 

significant mean differences from consumers of Multan (M = 311.20, SD = 39.35) on 

LSIC. Moreover, consumers of Rawalpindi (M = 331.20, SD = 33.44) have significant 

mean differences from consumers of Multan (M= 311.20, SD = 39.35) on LSIC. 
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Table 37 

Mean, standard deviation and f value for consumers of Islamabad, Ra'walpindi, and 
Multan on subscales of Lifestyle Inventory for Consumers (LSIC) (N=632) 

Islamabad Rawalpindi Multan 

(n =206) (n = 202) (n = 224) 

Subscales M SD M SD M SD f p 

Actualizers 63.68 11.07 63.87 9.08 67.85 7.80 12.89 .000* * 

Believers 32.71 5.58 31.84 5.35 34.75 4.49 17.44 .000** 

Experiencers 34.70 8.36 39.62 7.52 40.31 5.55 36.72 .000* * 

Achievers 39.20 6.97 38.69 6.30 41.80 5.14 15.08 .000** 

Strivers 29.45 5.73 30.61 4.79 31.38 4.25 7.88 .000** 

Makers 20.63 4.31 20.35 4.53 22.93 3.70 23.48 .000** 

Fulfilleds 34.66 6.28 34.84 5.20 38.07 5.06 24.74 .000* * 

Strugglers 51.57 8.70 52.10 8.20 54.11 6.66 5.88 .003** 

df =2,629 ** p < .01 

Table shows the differences in the mean scores of consumers of Islamabad, 

Rawalpindi and Multan on the subscales of LSIC. Results show that the difference in 

the mean scores of consumers of Islamabad, Rawalpindi and Multan was statistically 

significant on all segments of lifestyle. 
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Table 38 

Mean, standard deviation and f value for upper, middle, and lower class consumers 
Lifestyle Inventory for Consumers (LSIC) (N=632) 

Upper Class Middle Class Lower Class 

(n =205) (n = 247) (n= 180) 

Scale M SD M SD M SD f p 

LSIC 308.93 41.20 315.85 39.32 325.56 37.42 8.55 .000** 

df=2,629 ** p < .01 

Table shows the differences in the mean scores of consumers of upper, middle 

and lower class on the LSIC. Results show that the difference in the mean scores of 

consumers of upper, middle and lower class was statistically significant (j(2,62 9) =8.55, p 

< .01). Post hoc analyses using the Bonferroni criterion for significance indicated that 

the consumers of upper class (M = 308.9, SD = 41.20) have significant mean 

differences from consumers of lower class (M = 325 .56, SD = 37.42) on LSIC. 

Moreover, consumers of middle class (M= 315.85, SD = 39.32) also have significant 

mean differences from consumers of lower class (M=325.56, SD=37.42) on LSIC. 
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Table 39 

Mean, standard deviation and f value for upper, middle, and lower class consumers 
Lifestyle Inventory for Consumers (LSIC) (N=632) 

Upper Class Middle Class Lower Class 

(n =205) (n = 247) (n = 180) 

Subscales M SD M SD M SD f p 

Actualizers 64.19 10.64 64.52 9.24 66.87 8.53 4.48 .01 2* 

Believers 32.86 5.63 32.42 5.24 34.15 4.86 5.76 .003** 

Experiencers 35 .39 8.49 39.58 7.32 39.65 6.08 22.46 .000** 

Achievers 39.47 6.55 39.3 6.44 41.06 5.78 4.61 .010* * 

Strivers 29.54 5.59 30.94 4.79 30.92 4.45 5.43 .005** 

Makers 20.78 4.34 20.84 4.45 22.41 4.05 8.82 .000* * 

Fulfilleds 34.78 6.14 35.52 5.4 37.41 5.39 10.93 .000** 

Strugglers 51.92 8.5 52.73 7.9 53. 1 7.44 1.1 2 0.326 

df =2,629 * p <. 05, ** P < .01 

Results show that the difference in the mean scores of consumers of upper 

class, middle class and lower class was statistically highly significant on subscales of 

actualizers (f(2 ,629) = 4.48, P < .05), believers (f(2 ,629) =5 .76, P < .01), experiencers 

(f(2 ,629) =22.46, P < .01), achievers(f(2,629) =4.61 , p < .OI),strivers (f(2 ,629) =5.43, P <.01), 

makers (f(2,629) =8.82, P < .01 ), and fulfilleds (f(2,629) =10.93, p < .01). The difference in 

the mean scores of consumers of upper class, middle class and lower class was 

statistically non significant on sub scale of strugglers (f(2 ,629) =1.1 2, P > .05) . 
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DISCUSSION 



Chapter-IV 

DISCUSSION 

People use fast moving consumer goods to fulfill their basic needs and as well 

as for their leisure activities. They prefer the products that are more suitable to them. 

Helman and Chernatony (1999) stated that consumer ' s preference for a specific 

product is determined by their lifestyle. Since organizations are more consumer 

oriented it is necessary for the production and marketing managers to have knowledge 

of lifestyle of consumers to develop and market their products. As Wagner and Wedel 

(1995) stated that consumer life-style information has become a very popular tool in 

marketing management decision making. 

The need arises from the issue for developing an indigenous measure suitable to 

diverse lifestyles in our society. The present study was aimed to develop a Lifestyle 

inventory for consumers (LSIC) of FMCGs to facilitate the production and marketing 

strategies of organizations doing business of FMCGs. 

The study was completed in four phases. In the first two phases, the inventory 

was developed and psychometric propeliies of the inventory were obtained and found 

statistically significant. In phase-III validity and generalization of the LSIC were 

assessed. Phase-IV of the study was concerned with applicability of the LSIC to 

develop profile of the consumers of the FMCGs. 

Samples for all phases of the study were obtained by using purposive sampling 

technique. The respondents were users of FMCGs, living in Islamabad, Rawalpindi, 

and Multan. Minimum education for male respondents was 14 years , while 12 years for 

female respondents. This was done because literacy rate of women is lower than men 

in the country (Economic Survey, 2005). 
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Phase-I and phase-II of the present study were aimed to develop Lifestyle 

Inventory for Consumers of FMCGs. Lifestyle Inventory for Consumers was 

developed by following the procedures used by Well and Tigert (1977), Plummer 

(1974) , Riche (1989), Bashir (1996), Moven (1995) , Edmunds (2001) , and Fatima 

(2001). As Latham (1993) and Hill (1997) suggested that additional studies in the 

lifestyle should be focused on earliest studies. 

Initially, 10 focus groups were conducted to generate the initial item pool for 

inventory as Edmunds (2001) stated that the focus groups were best to view the 

concepts directly from consumers. He also stated that focus groups could also be used 

to design the questionnaire for a quantitative study. Moven (1995) stated that 

statements for lifestyle inventory could be generated by using any method. 

Focus group discussion guide was based on activities , interests, and opinions 

determined by Well and Tigert (1977) and Plummer (1974) as dimensions of lifestyle. 

Items were written in terms of activities, interests and opinions. Committee approach 

was used to ensure the face validity of the items as it was also used by Bashir (1996) 

and Fatima (2001). 

Unlike Gilbert and Warren (1995), McConkey and Warren (1987), Bashir 

(1996) , and Fatima (2001) who used factor analyses for selecting final items, in present 

study item total correlations was used to select the items for the inventory. Items total 

correlation was used because sometimes the factors resulting from factor analyses are 

equally puzzling as Belk (as cited in Goldberg, 1976) categorized snack food products 

by using factor analyses and factor 1, labeled substantial snacks included nuts and was 

somehow differentiated from factor 2, labeled light and salty. Cattell (1966) also 

criticized factor analyses and stated that despite the mathematical appeal of such 

factors , factors corresponding to meaningful behavioral concepts are rarely orthogonal. 
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The difficulty of interpreting these empirically generated categories suggested 

the need for a more theoretically meaningful approach, that 's why the items were 

categorized by the help of experts. 158 selected items were put into 8 segments of 

V ALS2 by experts' opinion as Lastovicka (1982) stated that once a trait is proposed, it 

must be validated as a theoretical concept of thought having a meaningful role in some 

theoretical system. The judges put 31 items in the dimension of actualizers; 12 items in 

fulfilleds; 17 items in believers; 17 items in achievers; 19 items in strivers; 31 items in 

experiencers; 11 items in makers; and 20 items in strugglers. 

For inventory, 82 items were selected having significant item total correlation 

value more than .3 as Nunnally (1967) and Field (2005) stated that items with item total 

correlation coefficient of .3 were acceptable. In the inventory, five point scale was used 

to get responses as Gilbel1 and Warren (1995) and lanaka and Osman (1999) also used 

five point scale in their lifestyle instruments. 

Reliability of the inventory was found statistically significant. Reliability of 

inventory was determined by item total correlations, Cronbach,s Alpha Coefficient, 

Split half reliability, and inter scale correlation coefficients for subscales and total 

lifestyle inventory. Bearden, Teel, and Durand (1978); Dickerson and Gentry (1983); 

lanaka and Osman (1999); McCkoney and Warren (1987); Bashir (1996); Fatima 

(2001) used Cronbach alpha reliability to see the reliability in their lifestyle 

instruments. According to Wells (1975) standardized scales for lifestyle research often 

achieve reliabilities ranging from 0.70 to 0.90, whereas home made measurements may 

generate reliability values that range from 0.30 to 0.95. Nunnally (1967) had 

suggested that reliabilities in the range of .5 to .6 are satisfactory in the early stages of 

research. Lifestyle Inventory for Consumers developed in this study has Cronbach 

Alpha Coefficient of .95 and its subscales have alpha coefficient ranging from .56 to 

.81. Results on item total correlations, split half reliability, and inter scale correlation 
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coefficients for subscales and total lifestyle inventory were also statistically significant 

at the level of p < .Ol. 

To know the usage frequency of common FMCGs, Product Usage Frequency 

Scale (PUFS) was developed. The psychometric properties of the PUFS have also been 

found statistically significant. 

In Phase-III of the study, validity and generalization of the LSIC were assessed. 

Generalizing a lifestyle inventory is important from both an academic and an applied 

perspective. Wind (1978) stated that numerous academic and commercial market 

segmentation studies have been conducted across different geographic markets, types 

of stores, points in time, and samples of individuals, but very few generalizations can be 

drawn from them. 

Psychometric properties of the inventory were re-assessed by taking sub 

samples form the original sample on gender bases. As Lesser and Hughes (1998) stated 

that the most direct method of generalizing the results is to assess the replicability of 

the results, either with a sub sample or split sample in the original data or with a 

separate sample. Psychometrics of the inventory were obtained and found statistically 

significant with men and women separately. 

To test the validity and generalization of inventory across population, 

psychometrics of the inventory were reassessed by taking a new sample of consumers 

of FMCGs. As Anastasi and Urbina (2003) stated that test validity should be computed 

on a different new sample of respondents, except those who were used in the item 

selection. Cronbach and Meehl (as cited in Lastovicka, 1982) suggested that internal 

consistency measures may be taken as evidence of validity. Shaw and Wright (1967) 

suggested that high item inter correlations can be interpreted as evidence of construct 

validity. 
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The diagnostic analyses done in phase III add little to the interpretation of the 

lifestyle profiles of consumers but are the most descriptive of the data and are 

generalizable to population. 

On the basis of empirical evaluations, it is assumed that Lifestyle Inventory for 

Consumers (LSIC) and PUFS can be used to know the lifestyle and product usage 

frequency of consumers of FMCGs respectively for Pakistani urban educated 

population. 

Phase-IV of the study was concerned with application of the LSIC to develop 

the profile of consumers of FMCGs. In this study, age, gender, education, marital 

status, socioeconomic status, geographic location, and profession of consumers were 

compared with their lifestyle. 

The instruments used in the phase IV were: Lifestyle Inventory for Consumers 

(LSIC), Product Usage Frequency Scale (PUFS), Socioeconomic Status Scale (SES 

Scale) and Information Sheet. 

To see the impact of age on lifestyle of consumers, a regression analysis is 

computed which was done by Janaka and Osman (1999). The results show that age of 

respondents has statistically significant impact on lifestyle of consumers. This result of 

the study was parallel to the findings of McConkey and Warren (1987) , Plummer 

(1974) , Gilbert and Warren (1995), and Janaka and Osman (1999). 

t-test has been used to compare Lifestyle of the consumers of FMCGs with their 

gender, age, education, and marital status in this study, as was used by Bashir (1996) 

and Fatima (2001). 

It was found that difference in the lifestyle of male and female consumers was 

not significant. This was opposite to the findings of the McConkey and Warren (1987); 

Plummer (1974); Gilbert and Warren (1995); and Janaka and Osman (1999). The 
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above finding may be because of a sufficient diversity In other demographic 

characteristics of men and women in the sample. 

Gender differences in lifestyle of working, nonworking and student consumers 

were also assessed by computing t-test. Working women have shown different lifestyle 

from working men. There were found no differences in lifestyle among nonworking 

and students on gender bases. These findings indicated that male heads of the family 

has more influence on the lifestyle of nonworking and students than on working men 

and women. As Brochers (1999) stated that the heads of the family are seen as 

displaying masculine oriented behavior such as competitiveness, aggression and 

independence. 

To explore further, responses of both gender were also compared on activities, 

interests and opinion statements separately. It was found that men and women have no 

differences at activity statements while they have statistically significant differences on 

the statements of opinions and interests. These findings may lead to the idea that 

activities of men and women have been determined by the male heads of the family . 

Women are not encouraged to select their on hobbies and activities, so they are similar 

to men at activities. But both men and women have differences at opinion and interest 

statements because their interests and opinions are independent of the influence of 

male heads of family . 

Findings showed that education of the consumers has no effect on the lifestyle, 

activities, interests and opinions of the consumers. This finding was not supported by 

Plummer (1974), Gilbert and Warren (1995) , and lanaka and Osman (1999). In our 

society, there is a gap between educational system and practical life of consumers. 

What consumers learn in educational institutes have little or no influence on their 

lifestyle. As Economic Survey (2005) stated that to fill this gap, the national education 

system has to meet the basic learning needs of our society, emphasizing basic literacy 
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and life skills, increasing access to and completion of quality education, address 

gender, geographical and structural disparities, and enhance the efficiency of education 

governance. 

Study has found that married consumers have different lifestyle from single 

consumers . This finding was similar to the findings of Gilbert and Warren (1995). 

It was found that working consumers have different lifestyle from non working 

and students. This was consistent with some of the findings of Bashir (1996) and 

Janaka and Osman (1999). It can be interpreted that because the working consumers 

have more resources than nonworking and students. They are financially independent, 

therefore they differ in lifestyle from nonworking and student consumers . 

Consumers of the Multan have shown different lifestyle from the consumers of 

Islamabad and Rawalpindi. It can be interpreted that these differences are because of 

geographical distances. The other reason might be that the market characteristics and 

market potential is different in regions because of geographical and regional 

differences (Taylor & Kinnear, 1996) that can lead to a different lifestyle. 

The study found that consumers of upper and middle class have different 

lifestyle from those of lower class consumers. These findings were also supported by 

the results of Bashir (1996). This means that economic position of the consumers has 

influenced their lifestyle. 

Plummer (1974) stated that lifestyle studies should focus on perspective of 

consumers about products. Further, Kano, Seraku, Takahashi , and Tsuji (1984) stated 

that a link between a products and the consumer's lifestyle does affect the purchase 

decisions of consumers . So, one of the objectives of this study was to see the impact of 

lifestyle on usage frequency of common FMCGs. Study showed that lifestyle of 

consumers has statistically significant impact on the usage frequency of common 

FMCGs. These results were supported by the findings of earlier studies. Lazer (as cited 
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in, Cathelet, 1993) provided information that systematic relationship exists between the 

consumption style and life style of a social group. Fatima (2001) found that lifestyle of 

heavy oil users was different from light oil users. 

To develop the profile of consumers of FMCGs, characteristics of each lifestyle 

segment of consumers were based on summaries of focus group discussions . These 

lifestyle segments have been matched with the demographic variables by comparing 

the results of one way analyses of variance, t-test, and regression analyses . McConkey 

and Warren (1987) and lanaka and Osman (1999) also used this approach to develop 

the profile of respondents in their lifestyle studies. The present study has shown 

following characteristics in each of the lifestyle segment of consumers of FMCGs. 

Actualizers 

Actualizers were found confident, controlling and were assure of their 

capabilities. They believed in independence. They were using image as an expression 

of their taste, independence and character. These findings were similar to the results of 

Dryer and Horpwitz (1997) who found that Actualizers uses information, logic and 

feeling to achieve the best product. 

They possessed wide range of interests and were concerned with social issues, 

and they were always trying to have finer things in life. They were optimistic, 

successful, sophisticated, and active people. They were mature. They were taking care 

of themselves and others around them. Actualizers were most likely to agree with the 

statements such as: 
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-uJ1JJ1 /t-J1...(;~ ~JIJ~JJ:yLuVJJ~ 
-UJ1J~/l;~J1~~I~ JY~fi~ 

.. 
-UJ1J~j /t-~jf~ I~~U~u~kv~ ~ 

-T-U~J?~JJI}LLJ;J~;lr 

Aged consumers were found more actualizers than young consumers. Age of 

consumers has significant impact on this lifestyle segment. Upper class and middle 

class consumers were found more actualizers as compared to lower class consumers. 

Consumers of Multan were found more actulaizers as compared to consumers of 

Rawalpindi and Islamabad. 

Believers 

It was found that believers are more concerned about their social values and 

norms . They were working for their country, nation and people. They were honest. 

They would take care of religious and cultural aspects in dressing and fashion. They 

have concerns about the educational and political situation of country. They were in 

favor of statements such as: 

-'T-z J~\~J12... L 0;(.0 J ~ k--

-Vl' Z~ IL. liLt IJAI.f..Jd:. 
" H 

_J1J.UvL~~0L~?'T-~LI~l..;; Id:. 

-'T- cU ~1L:£J~(yJ)P(f.'jd:. ":::;JL)~ 
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Believers were found conventional and traditional and they were living by an 

expressed moral code. They have been following established routines. These findings 

are supported by Duetsche (1982), who stated that there appears to be a tendency for 

congruence between personal dispositions i.e. life style and product choice such that 

persons with given dispositions tend to seek out types of products that fit their 

disposi tions. 

Consumers of FMCGs have significant differences in this lifestyle segment 

because of their age, profession, socioeconomic status and city. Aged consumers were 

more believers as compared to young consumers. Working consumers were more 

believers as compared to students and non working consumers. Middle class and upper 

class consumers were more believers as compared to lower class consumers. 

Consumers of Multan were more believers as compared to consumers of Rawalpindi 

and Islamabad. 

Experiencers 

Experiencers were found enthusiastic individuals who liked sports and risk 

taking. They were non serious about their lives. Yet, they have not completed their 

education. They were politically uncommitted, uninformed, and highly ambivalent 

about what they believe. They would spend much of their income on clothing, fast 

food, music, movies and video. It may be interpreted that now consumers are more 

conscious about their fitness and smartness. They agreed with the statements such as: 
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Consumers of FMCGs have significant differences in their lifestyle because of 

their age, and city. Young consumers were more experiencers as compared to older 

consumers. This finding is supported by the idea that Young people show more risk 

taking attitude and show characteristics like creativity, novelty, flexibility and more 

motivated to accept new and innovative lifestyles. While older people lack these traits. 

They have other characteristics like strictness, punctuality, but are less creative and 

show less novelty. 

Consumers of Islamabad and Rawalpindi were more experiencers as compared 

to consumers of Multan. Gender differences indicated that men were more 

experiencers than women. This may lead to the idea that men were more independent 

in their lifestyle than women. As Wells, Burnett, and Moriarty (1995) found that the 

primary gender characteristics of men and women are directly associated with demands 

of products and services . 

Achievers 

Achievers were found successful hardworking people. They were successful 

career oriented individuals. They were respecting to elders , authority and status quo 

and were low risk takers . They lived conventional lives. They have shown an interest 

in their families and relatives. Image was important for them. They would like to 
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participate in religious activities. They showed their interests , activities, and opinions 

by statements such as: 

-'f-c:U~ ' tJ(~.::::....J~ 
_~c:U l¢'~ iJ /~ % Ji: L ~ ,;;(;~ 

, *: .. .. • 

-U.t1J/ / r;;}(~l:;'~ 

-'f- t'.t1~~~~'i.. ~~t~JJ?~~(~l:; ' 

It has been seen in the study that consumers differed significantly in this 

lifestyle segment on the bases of their age, profession, socioeconomic status and city. 

Older consumers were more achievers as compared to young consumers. Working 

consumers were more achievers than both non working and student consumers. 

Consumers of middle class and upper class were more achievers than consumers of 

lower class. Consumers of Multan were more achievers fo llowed by consumers of 

Islamabad and Rawalpindi. 

Strivers 

The study explored that strivers were materialistic with high focus on status . 

Many of them were found to be stylish. They often wished for the things that were out 

of their reach. These individuals were looking for social approval for their actions as 

they agreed to the statements such as: 

-'f- c:U ~,~ jiu.: / ~}J'( ~~ ~-GJ~ 

-'f- c:U ~ ,~ji~)~ ,J/~.::::....~J'(~~ ~~ 
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They sought appreciation from others for their work. They were impulsive, and 

boring. They were striving to find a secure place in life. They were attempting to 

follow those who own the possessions, even though that was beyond their means. They 

thought that media is inducing foreign cultural values thoughts and patterns in our 

society as agreeing to the statement: 

-L v.: )/(j~ Lt I(J.: u})LIJLr 

-v.r tj -I r J.: ~ ~ v.:z ~~ i ~ 1 e 1-1 j 

They wanted to be different from others as they favored the statement: 

Consumers of FMCGs differed in this lifestyle segment on the bases of their 

age, gender, socioeconomic status, and city. Older consumers were more stl'ivers as 

compared to young consumers. Lower class consumers were more strivers followed by 

middle class and upper class. Consumers of Multan were more stl'ivers as compared to 

consumers of Rawalpindi and Islamabad. Women were more strivers than men. 

Makers 

The study found that makers were practical. They have focused on family and 

they liked to do work by themselves as most of them agreed to the statements like: 
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They were used to help their children in their homework and to buy things for 

themselves and for their family. They have constructive skills and they value self-

sufficiency. They agreed to the statements such as: 

-tJYi Jf / t-;;~ J\t (b"L J! L tJ.(-Lt 

-tJYi ~/cdf rP~ Lt ILt 

Consumers of FMCGs have significant differences in their lifestyle on the basis 

of their age, profession, socioeconomic status, marital status, and city. Aged consumers 

were more makers as compared to younger consumers. Non working consumers were 

more makers followed by working and students. Middle class consumers were more 

makers as compared to upper class and lower class consumers . Married consumers 

were more makers than single consumers. Consumers of Multan were more makers 

followed by consumers of Rawalpindi and Islamabad. 

Fulfilleds 

Fulfilleds were found mature, satisfied, comfortable, well informed people for 

whom image has little importance. They valued order. They were careful about their 

relations with others. Fulfilleds were conservative, practical consumers and social and 

emotional values were more important to them than personal values as they stated: 

_Yi~...;,pMI t/ c:-~ I jt.5~f T- JYi '?1t.5 ~ 

-~ U-;~"J)Lt i- (.,o?(.,~ iJ("~ , . 
-tJYiJf /t1t.5)I~jLt lS'~YiAtl£l)l.t ~j/ 
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They have lived simple lives and liked simple dressing as they favored 

statement: 

Consumers have difference in this segment of lifestyle on the basis of age, 

marital status, profession, socioeconomic status and city. Older consumers were more 

fulfilleds as compared to young consumers. This might be due to difference in 

experience and age as Mitchell (2000) has stated that an individual's totality is like the 

layers of an onion. It consists of inner sphere of values relating to stages of 

development that often date back to childhood or adolescence. Hence, the more aged a 

person is, the more complex his or her value structure and the more diverse the range 

of value based reactions. This is why older age consumers are fullfillds as compared to 

younger consumers. 

Non working consumers were more fulfilleds followed by working and student 

consumers . The reason might be that as a host of institutions, shared goals, and an 

array of personal values, workers and students are in favor of changed values and 

lifestyle. Middle class consumers were more fulfilleds as compared to upper class and 

lower class consumers. Married consumers were more fulfilleds than single consumers. 

Strugglers 

It was found that strugglers were more concerned about their health security, 

justice, and basic needs of life. They have pessimistic approach to see the world. They 

have shown a strong self orientation. In their opinion, people lack tolerance and show 

less patience. They believed that distribution of wealth in country was imbalance. They 
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were not sure about their future and believe that it would depend on circumstances . 

Most of them agreed to the statements such as: 

_Yt J~~r ~ J>.U1 ~ L (/4-- ld 

U1 J~.;::.... --?J S 0.1 (Ju4-~ .....(C 

-'f-Y ~( ~~L(I!JL?.I.r'~tS~1 
-~P..£I~LJJ('jn? .;::.... d~.....(C 

, M M 

Consumers with less age were more strugglers than consumers with high age. 

Non working consumers were more strugglers followed by students and working 

consumers. Consumers of Rawalpindi were more strugglers followed by the consumers 

of Islamabad and Multan. 

The present study showed that lifestyle characteristics could not be studied in a 

way that the presence of characteristics of one lifestyle segment in a person means the 

total absence of characteristics of other lifestyle segments in that person. Moreover, it 

has been found that consumers of FMCGs have differences in these lifestyle segments 

because of their demographic characteristics. In ShOli, the study has suppOlied the 

statement of Plummer (1974) that life style segmentation has combined the simplicity 

of demographic segmentation and the depth of activities, interests and opinions of 

the consumers. 

Limitations and Suggestions 

It is said that no research is with out limitations. This study has been conducted 

carefully, but still it has following limitations: 

1. This inventory was developed by relying on self report of consumers, so 

convergent validity has not been applied to measure lifestyle traits. Additional 
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measurement methods are needed to overcome this deficiency. The problem was 

the lack of time in examining the validity of the proposed traits . This problem can 

be resolved with a series of confirmatory-oriented studies examining validity on 

a factor-by-factor and trait-by-trait basis. 

2. Items for the final inventory were selected by item total cOlTelation. It has been 

calTied out due to lack of resources and time. It is suggested that in future, lifestyle 

studies may use multivariate techniques to select items for the inventory. More 

quantitative analysis such as cluster and discriminant analyses can be applied 

to the responses of consumers on initial items to gain more insights into the 

lifestyle of consumers. 

3. The present study has focused on consumers of FMCGs in general. Comparison 

of users and non-users of a single brand or product of FMCGs has not carried 

out here. Such a comparison is useful to determine the underlying factors that 

may differentiate the user and the non-users of a brand or product. Future 

studies can include both consumers and non consumers of a product or brand 

for comparison purposes. 

4. Due to limitation of time, only educated consumers with minimum age of 25 

years have been selected as respondents for this study. Therefore conclusions 

may not be accurate for those who are wleducated of below the age of25. 

5. There are signs that multinational producers of FMCGs are quickly catching up 

market share by producing consumer oriented products. To do that effectively 

they are seeking for reliable sources to get knowledge of their consumers. In 

present study, it has been seen that conswners of Multan has different lifestyle 

from consumers of Islamabad and Rawalpindi. There fore researchers should 

further explore and compare the lifestyle of people on geographical and 
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provincial bases. By this , they can help producers by exploring lifestyle of 

consumers to them. 

6. Present study has explored that working men have different lifestyle from those 

of working women. To explore it in detail, researchers may compare the lifestyle 

of people on the basis of their profession or occupation. 

7. Further research work in the area of lifestyle can also see the differences in 

activities, interests and opinions of respondents to compare these with their 

demographic variables and to see the impact of activities, interests and opinions 

on each other. 

8. There were no gender biased items in this inventory, as the objective of the 

study was to develop an inventory both for men and women. Future studies 

should focus on differences in lifestyle of men and women. 
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Appendix A 

FOCUS GROUP SCREENER 
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Appendix B 

SOCia-ECONOMIC STATUS SCALE 

'7-Jf;J)'/t.5foc-o l/./Jlr ~'7-\!.:;..!AS~~J.JI{~o41{...:Y)'J./~l{ol/./JlrLL!/L,;",lf4:-l;.c-~Mj ~fi'L I/. -01 

(~~j;lP!I';-IL~y.-,:,I.?~(Lihh))~J1t-.l~I)/.,..po)Vc-~1{ (Overall Budget) ~jJ'?LL!/vlj:: 
(ur. 2.1 c....Aj')l..cr.!-',s,-" ur. 2.1 r\) r,)yb ..?I~ft))-b.~).r.i .f,u\) ~ ~r"i:-

LS )-1))\)\.\ .6").l ~y....).l LS)\"'»)\)\.\ ~4, ~~ ~ 1)11) .,2LU LSJ..!4-?- I"-:;UI.F 
~.:!eI /~IIJ..! ..f..e)\)~~ 

--s::JL. \.\ LS)s:+9LSJ..! ILS)\"'»)\.\IJ..! ....... t1.... ~.:!el u\':' 
( 'I..:.. 1- 1 b .) 3 '\.'u " 1 u:l-' . ,c-:;.r.i <:.J Y' .r .. ) .If )..r.l-'"' 

98 (..r.!.l~~.J:!);UI) ,-*~('.,.h-o 6 LS)\..,»)\.\e;~ /).l:.\.\.le;~ 
99 (.;.:>4- ~.r.i 3 ~ jl) }fj )) ~ 1 uP'=" 1 rh+lL6 7 ~}~,N ] ... ...91 \.\ .6").l ~y....).l 1 ~~ 

~Jv~~ ....£uL(Lol/./JlrLL~L';"'1 -02 

~ ......G u.fi-c-~ 5-9 [] / .. ~ ' w C'u~ . ~.: OJ A>5:1 01 

~ ~y:yJ [] ~~b' l .. .. r 8] ~ b 
.r+" 

(u:l~.f ~ )':l))ul) ~ ~r~ [2J ~y:yJ~..H 

(Occupation of Chief Earner)~~.I'/'/Jlr Education of Chief Earner ~J,I'/'/J;lr 
1 2 3 4 5 6 7 

o;'wl ~ .c" ufiL4 ~4 .....s:::;ufiL45-9 ..;J • 
fiA ~!y)u\ ~y.Y) ~y:Y.J~.,..; 

Illiterate Illiterate School 5-9 years Matric Intermediate Graduate Post Graduate 

1 (Unski lled Worker) 1;(pj1) E-2 E-2 E1 E1 D D C 

2 (Petty Trader) urJL.~15~d{ /"f} E-2 E-2 E1 E1 D C C 

3 (Ski lled Worker) 1,'(pj1 E-2 E-2 E1 D D C C 

4 (Non-executive Staff) ,{;[rt;.lt E-2 E-2 D D D C C 

5 (Supervisory Level) Jd15,:/rJ/' D D C C B B B 

6 (Small Shopkeeper/Businessme n)15'\JJ'(~~ /, 1,..: '(J~~ D D C C B B A2 

7 (Lower/M iddle:Executive officer)~ r,{ ;[r'(?-JJL. \(JJ/~~ D C C C B B A2 

8 (Self-emploed/Employed/Profe ssional ) (U"{-=--" j l~ \U" L J( '( Ju? )cf-'J{ B B A2 A2 A2 A1 A1 

9 (Medium businessmen) 15,\JJ'('(?-JJL.\(JJ B A2 A2 A2 A2 A1 A1 

to (Senior Executive/Officer) ~r/ ,{;[rfr B A2 A2 A2 A1 A1 A1 

11 (Large Businessmen/Factory Owner) ....6~'(15fl /15,\JJ'('(?-m_/, A2 A2 A2 A1 A1 A1 A1 

J.! J: jl;.U)..:;...t,:11~L U ji.Jl..fI.h_l;. ( D"dJ~ j'=1./4)~.J jJ//(j.A.I~.J '()J.J~ 'uir,Lv, ;;~.J_~ I{o l/. /Jlr ';- lo.kr~ I?J, :...:..,) 

i~I?--'f-JJ1,JJ"~~ ...£uL(LUJ!I.lJ1e:..L) VoJ~'::-~ ;~.If ~?'::-0 1 u.!' 4J1 j;~.I~I/'/JlrL0IfLtJ":;"'I~y.-':'I?)i :j;~.1 -1 

--u.:)':"}~J.(..- /Jlr,JLJ/vl~.IjLjJ SEcJ.UvL0IL~~Wr.f.? 

vl.J"£(L~Vv~h.~I.::-vljJ1(j~ /r;:~"';~':"".I ~ L.:.Jt;u?,J011J1':;"';~':"".I~L~L~I/'/JlrLLJ/';- I/ou.I?Li)i :v.f).v 
--£)viJ..}J/~':"".I~L~Jlr.lJ IJ.(..-,JLJ/':""01r"V) 

4.:;;~ljIL/L01..-?!.Ij~0",'J0If~?.::-~y.-':' I?.ji'f-,A(jJ.l4-1"';(;0j(;.(...)lJ,~I/'/Jlr~LJ/~)i :.I(jJ.l4-/"';(;0ji(;/(...)lJ, -2 

-- Ul' LJ1 '-.)), - -: 

LJif~'~V~~VI.JJI ~0/o1/'/Jlr(/L0If~?.::-~y.-':'I.?.ji'f-JI~':;;.I~~y'!:~JJ1J;~...£.1LI)L~)J..flJ:{/L5"'0 ... vj 

--'f-~j~~Jt;J"J'v~L/L0 If~?.::-vljiJ1JI j ... I.::-~;;;--(.)Jy( ~?-LuYIJ/J~v-...£.'1~~~ 
--JJ1...£~P)1)~~.I1J'0J/,J~L~I/'/Jlrji'f-(.::-;(I ~.I~Ljv.}.IJ'~~j)i (i) 
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SOCIO-ECONOMIC CLASSIFICATION OF URBAN PAKISTAN 

Al Upper Upper Class 
Upper C lass 

A2 Upper Middle Class 

B Middle 
Middle Class 

C Middle 

D Lower Middle 
Lower C lass 

El Lower Class 

E2 Lower Lower Class Very Lower 
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Appendix E 

SUMMARY OF FOCUS GROUPS 

(Dates: 01 -08-2006 to 15-09-2006) 

In each group session the consumers cited their activities interess and opinions. 

The most typical comments by the consumers of fast moving consumer goods were as 

follows: 

~ I.#'~,::,,~, rJ,,;,1 
:~~"J'(( 

(6~,J?IY)-7-rf.J!0'~uy~LJ~)I.Jv * 
(6~,JCY Y)-UJ1C?'~U::cr ~"::':;Ji.J~.JJltf":'-J~M0Jh~r }d;,PJ~JJt,u::cr J.Jr * . . .. 

(10?' '~JY)-7-rf.J!"::':;J.a?vLuK I}JJ * 
(1 0 ?c)~ IY)-UJ1J(r.tW:JIUJ1JfJ~0J * 

(6 ~,J?~)-7-Cl.("::':;J~2()()JJ-UJ1C?'~A; ILLL.Jj~~~?~~0~ * 
(6~'/.~Y)-7-JfJ1.JJ)~J(;0~)~A,/~VI'UJ1t J;K * 

(6~'/.~Y)-UJ1JfU~J'J1())~'J1~JJ/~.JJIUJ1d-~UJ.J I)~.J~ * 
(6~'U?)-UJ1Jf~LA2...J;:~A1UJ1Jf":'-~{~;~~Ji.J~ * 

(6~'--J~y)tAt;.../J I~:;\7,JLV~J~LVI-UJ1Jf~ (~~~)LJ{ * 
(14~'~~)-UJ1JfJf(~L~J~Lvl'UJ1JlP>{'UJ1C?'~~ * 

(14~'=);) -uJ1Jf.A.Jifk-?I-UJ1C?'{Lv.J -UJ1J1.JLf~ * 
(14~'~)-UJ1Jf~..:.-~J0 G)fi'UJ1UY.~~~J~ * 

(14~,J"r)-UJ1JfJLuJ.J I)~.J~)LJ{ * 
(14?c~.JJ;-- ) -7-vi.k4~!/.J;-cUU:1\~ lt f~iJ')fI') 1 * 

(15?cJ:~) -UJ1Jfu.J{k * 
(5 ?r(;.i)-UJ1~~.JJ I UJ1J(r.~(/c'UJ1J(t( * 
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( 1 5?c~;':)-(,)J1j)J)~'~ -(,)J1~JJj * 
(19.:.J1,J!- ) -tfvir~Jt(,)J1i)GJ'(;;r * 

( 19 .:.J1'J'lrJ ) -(,)J1~~v.:cr JJ/~ j(,)J~J1i)G~vl~'(,)J1cifd)v-":::;Ji)G * 
(19dC)?)-(,)J1tfJP I~f~k(,)J1Co[)~'(,)J1t-J(~L/ * 

( 19d'(-=J) -(,)J1tfJ)!?J~)~/J))J-~'(,)J1t-~y)r~ IJ~(~ * 
(19.:.J1,(~ )lJ1,.;k J1 VIJ~~J/'f- ~'(,)J1t-~-'J?v-..;.,~IJJ t-~u~(r.~ ..;.,~IJ J; * 

-UJ1t-~LfL L urJ)A LUJ1 t-A v-.It.tJ£ !...f/)/ . .::.ArUJ1 (;il lc-/) C./J 1 t-Yc-/)-'J/..::- /-,~;,IJL ~ * 
• "t" .. .. .. 

(19d,~;: ) 

(3?clfY) -(,)J1cifd)~)L~-(,)J1~~v.:cr? ~,,:"",) I * 
(3 ?c~ I~) ) -(,)J1~~aGL(,)fl~j;~)vV- ":::;Ji)G * 

(3 ?c-.JJJ) ) -(,)J1c:d,.pv-..;.,~llfk-- * 
(3?c) (; ) -(,)J1~~)v~V-d~ * 

(7 ?c)~)-(,)J1tf~JU;-(,)J1c:d,.PV-(,)Y I.h",u? * 
(7?' ,J~I) -(,)J1c:d,.P~)VV-(')K~J(,)# * 

(7?' '~V) -J1..;.,~J:,r(,)lf.'(,)J1t-~v-..;.,~IU: 1 * 
J, 

(7?' ~)-(,)J1cifJt-.a?vL(,);vJ)'(,)J1Co[).-" I)j6lv-~ * 
(13 ?c~~)-(,)J1Cl~(,);VJ))J I ~~YA k ( ~ ~",)~ * 

:((J.~ 

(15?c~;': ) -(,)J1jJ(~)J.a?vL ;J I J.~ 1 * 
(15 ?c,J~ )ui.a?vL~?I~(,)J1rJ.. ))j'J1";")J?~~/t/ r.f * 

(15?C~~)-Vvir~l.:!IJ/r.f * 
(15?c";"Jj) -(,)J1rJ.. );;~~t * 

(16?c~Y) -(,)J1/.J~)/)I~~(~';- 1 * 
(10?c~;y)-~J(~jjJ1;;uiU'~J/(,) ~J'v.rv-L~J.(' * 

v I -(,)J1j;; '~ I J(,)fl~jL~ -(,)J1j~/..;.,)V -(,)J1Jx~v-f~~[;)vl ..;., l * . . . .. , . 
(1 0 ?c-PJY)-(,)J1jlP>~Jk~r; /(,)f~J~L . . 

(16d,~~) -CluiU'eY2...vl -'f- 'J1kl7.~L(,)J)/",(,)Y~LL~k~ * 
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(14d,,~)-J~~~'(.)J1J~~S(.)j}0';;JJ--"L/ * 
(7 ;!c()-(.)J1t-~~S(.)j}2...LJLJ\ .. ~J)~ * 

(3 ;!c-.JJJJ )-(.)J1rd.-p~(.)Y~LJJ(.S L~,;- ' * 
( 13 ;!c~})-(.)J1(';.,Jtt ' ~J!/.VJJ ' (.)J1/.~~SdC * 

(19du?)-7t/tp,..y} I ~ I J£:;;W~~LivY-7~ IJ~(.).r.:J~lfk-- * 
: (jj L~j 

(6d'..J(;/)-(.)J1Jv~~~~~JJ l lPt l~~-(.)J1JVu.:ZS~J~-.J/~ * 
(6d,J?~)-(.)J1J~L~j f~ IJJ I~;{2...L(.).(-JJ I 2...';-1 * 

(6d,JcY/)-(.)J1J~L~jJ./.JJ Iu.:ZSJ * 
(6duJ/J/.)-(.)J1J)JJ I~jS l,;)fi~ * 

(6d'o~)-(.)J1J)UJ ,~j~(.)~J'J1d~ufl..y. * 
(6d'(JI)-(.)J1~-'~/~Lt I ';':'JL)JJ I~j * 

(20;!c{/)/)-u.r L)UJI~j0')/2...L/ * 
( 1 0 ;!c~J/)-(.)J1J)JJ ,~j~(.)~J'L~JZUJhvJJ 'uf'~(.)~ * 

(19d'~--') -(.)J1t/JJ I~jJ.Uv-L~JJ?vJ I--,~)j IJ * 
(19d,JcY ) -(.)J1t/UJI~j~u.r J'J1~):i~~)? * 
(3;!c..J(;) -7~ol t~'(.)J1t/UJ I~j~jIL~ * 

(7 ;!c~V) -(.)J1t-ILu.:ZS~JJ?A/.J. * 
(13;!c~L} ) -(.)J1rd)UJ,~j~(.)~J'L..uf,z~(.)~ * 

:Jf 
(1 5;!c~J./ ) -(.)J1~~~ * 

( 1 5;!c~ ~) -(.)J1 ~ viJlJI * 
(1 5;!c";~ )-7u.iif£~¥7!ufl~2{)d) * 
(1 4;!c=j~ )-(.)J1~JJ),JU(~;('JJJ)J,,;vLJ.: */ 

(1 4;!c~/) -(.)J1~'-p~jJ) * 
(6 d,..J(;/ ) -(.)J1JV2:....;vLJ.:J.: IJJ IJ~~JJJ * ... . ~ ": . 

(1 0 ;!c~J/) -(.)J1~-.J/,f Jlvi,":,,' *~ 
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(13?~)-UJ1(11'/J~Y * 
( 13 ?~,Uv )-UJ1(11'~L:J U./JIJ./i.(;! * 

(13?.::.-l;.? )-UJ1c:d~u::/~ * 
(13 ?L:Jl})~ ,''-;:./JIJh''/Y'UJ1t-~"'./(; * 

( 13?(JI)-UJ1(11''':)hJ I ~,,;~Jt- * 
(3?L:J I?./)-UJ1(11'J~~..J)J~';- 1 * 

(3?~JJ./)-UJ1(11'J~ * 
(19.::..J1,J:?)-UJ1(11'U}J)..:)hJI./r * 

(19.::..J1,(~)-LlhJIJ~,Jif-I7-~~~~ * 
(19.::..J1,~Vr)-UJ1(11'J~JIJ./JIJ~~ * 

U~J),'J~ .. tt· 

~~'.t(; 
(6.::..J1,J-V)-UJ1~~)U::.::.-LJ.lrJ.bJIu?LL:JI~(; * 

(6.::..J1,)(; Y)-7-~...t jA~/J I ~Jlf 

(6.::..J1'L:J(; Y )-UJ1 ~ ~)u::.::.- LJ.lr~A.,., J ~./JI C/JlP![) J/ 

(14.::..J1'~);)-UJ1JJ1J~./J?U::U'l.~'J1'::'-~? ~af.;;- ~)o./?lu£jLj /( ';-1 

( 14.::..J1,;...r )-UJ1~~)o)VU::((LJ'u:: 

( 14?~)C)-7-JJ1~)O)VU::Vlj'J1?JIu::/ 
(1 O?K)CI!Y)-7-Jy(L~7jJJ& 

(1 O?1~Y)-7-JJ1~)U::Lhl?v.:Z2...Lu}W./JI((LJJ~J/ 
(19.::..J1u?)-~cU l¢"IC.h~j, LJ~>J1JljJ/~J1./~JI 

,~ . .. .. 
( 19.::..J101) -UJ1c:d~)U::Jj~~JI.::.-LJ.lr~./v~/ 

(19 .::..JI,J~) -7- cU ~IC/JVol./JUilP!L~ 
(3 ?t.fy )-UJ1c:d~)u::;J J;fIL~ 

(3 ?./,P ~1J1U£ ~1~7-':;; ~7-~.// ~L:J£(7-~)U::.::/k--JL:JI~(; 
(3?J~)-UJ1c:d~)U::~;J~JUf 
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(7 ?0)-'f-cUlt!,ji'v.:)~~..J 'JJi'L/ * 
(7 ?l:JV)-UJ1r.;;');)J?jiLo)?~L IYJI;J/;;vfu;t)JI;J/ * 

(13?~ )-UJ1c:du;t)~~iJ.lr~)V-UJ1o l/./(/ * 
4:-J.J~'-.J~L(( 

(15 ?t))-'f-cU It! 1~h.);JUJ/J) * 
(15 ?yD)-'f-cU It! 1~)J/UJ/J) * 

(10?r!y) -'f-cUlt!I~},~)~JJ(~~~J/ * 
(1 O?(.;;)/)-'f-~J~)J ')hv~L~ * 

(1 O?~;/)-UJ1JJI){'UJ1JJ(~Jf?,vf~~J(· ~').f')' * 
(14.= .. )ic~;j)-'f-~~J(~~~JI--?ji * 
(14d"~)-'f-~~)r(~UkUk * 

(14d'1I1U) -'f-~~J(~~ * 
(6d,,.J~)-'f-~~IJ..;~.:.I)~l:J I)J)L(~ * 

(13 ?~})-'f-cU It! 1 ~1J..;~J~ IJ;~UJ/J) * 
(13?~)-'f-cUlt!I~)~~;Ir~ * 

(13?~(;'? ) -UJ1t1?/JLJ1"':;; IJ~ uYf:{j * 
(13?~)W)-'f-cUlt!I~JI~Y * 

(7 ?l:JV)-'f-cUlt! I~ ~....fUJ/J)/~V~';- 1 * 
(7 ?c)~) -'f-JJ1J; jiU})~/~~(~;' * 

(3 ?/.~)-'f-cU It! 1~J(~~--?ji)J I UAY~) * 
(3 ?'"'"~ )-'f-~~)~hvlt!'/U.{ * 

(3? lfY ) -'f- t-lo/~ uK J/~ ~ ~ J u.{d:. * 
(19 d')J~")-'f-~~~~~.d,,;vLu£j~L(~ * 

(19d,J3)c,:'f-~)yi1!;Jjlfl:JI.r~)J ~Ju£j~U;z.-J)l:J')J)L(~ * 
(19 d'J!FJ)-'f-~~)U~)J!~V')J ' ~J(~~ +-~JJ? * 
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.. 
~J~ 

(6d,J?V)-,!-cU~ '(~· ';f.(v~Lj~)J ,J~ * 
(6d'~Y~7)-'!-~~~~~~Il1)~~ * 

(6d'-J~7)-UJ1~uJ)~~0~)hJLLL4 * 
(6d'-I.~7)-,!-~~;;~0Un~)~ LL4 * 

(14d,;/)-A&J:lf,!-~(?uJ)~((L)JI~ * 
(10?CK)C\;,f'7 )-,!-~~J1..f;~PaGLun * 

(19d,vG"J)-c.d...-v .fa,{a,;~~(~LKI LL4 * 
(3?c-.J:;J)) -,!-~~(:.;;f.£I;IJ~10U.fL~ * 

(3 ?c~~ )-,!-cU ~Iji',!-)L:J~ IJ~I~~ * 
(3?cL:J'''';))-c:dviuJ)~~jJ.lrLLL4/~ * 
(3?c)Y)-,!-vi~~J1~ ,jc-JY~LJ! * 

(3?cL:Jy)-,!-uJ)~L~...f(~l-h/J~J.~L'-;lr * 
(3 ?cL:J~))-,!-cU ~ 1~ ~~U) I))~0UJ)~~~ * 

..:.-l7.:1 

(15?cfD)-,!-cU~ I ~)lul;J * 
(15?c~J;) -,!-cU~ I~)Jlun * 

(15?c~~)-,!-~~Al;--/";vL)~j * 
( 15?c,J ~ )-,!-~l:Y~y~ JLf * 

(15 ?c~;C )-,!-~~ ~)~ I)J I ~)UJJ * 
(15?c~fi) ) -,!-~l:Y~ I~ I~i~) * 

(14d'~~)-,!-~~~LA2../,,;vLu,J 'J * 
(6d,Jl?7)-,!-~~ I~(J'~)Jl)~fi~~"::':;Jt!)~ * 

(6d,u?7)-,!-~~J((~)d * 
/- J. 

(1 O?cK)I;?7)-v.r ~(I;;~ UJJ)JIu,:vl1),Lv) * 
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(1 4?c~)~ )-UJ1~u0~uJJ * 
(13 ?c~(;.;> )-,!-uJ)~~?(.,~ v(., * 



(7 ?J~I)-'f-~~~..J)S-=--~j~J~Jvfi * 
(7 ?./Y)-~~c-JY./~ I ...£. * 

(3 ?./. ~)-'f-JY(L~{ -=-- ~l;.oJ./l7 * 
(3?lfY)-'f-~ ~aC~~:(~ 1 * 

(3?J~)-'f-cU~I~)~?1 * 
(19d,) ji)-UJ1~L(L~./(/~~, * 

(6.::..J1,J-/)/ )-'f-cU ~IJd(j,,~/J~I~JI? * 
(6.::..J1'Jl?Y)-J1,;J()S(~if.''f-~./lrJl * 

(6.::..J1'./.~Y)-'f-J.~LJ.? ''f-~Jdl.;: 1 * - / 

(6.::..J1'U/.Y)-'f-~~lr?(;.- * 
(14.::..J1'o1U)-cUvi~ '~./!c-)p~Jd * 

(10?;~~)-UJ1viJ.--,Jd,u.r~~;(~7..J~ * 
(15?,J~)-L(;.;~c-~? ''f-~Jdo, * 

(19.::..J1'~~)-UJ1~~v,vi~Jd * 
(19.::..J1,) ji) -UJ1tf ~''f-Jd~J'(;,r? * 

(3 ?..JJ,./ )-UJ1l7/ ~/LI~,J(;.-ILdl'~'~ dl~./';.:?~,u.rJ!?~./1n * 
(13?d~) -u.r ~~YUY. Uy../JI J ./lrl7) * 

(13?-=--CP )-UJ1~LI~(L;)lfl'UJ1~L~if.-cC/viJd~~ * 
:J,)} 

(15?of-)-u.r~Jf0~LL;)fi./Jljh./.~Llf * 
(15 ?-=--,J) -u.r Z~I';"'JjcJ.?viJ~,z,),) * 

(15?~~)-'f-cU~I~~(r. c-J,~ * 
(15?t))-u.r~LlfL I'U~/':;-~ * 

(15 ?yl;:i )-u.r ~y~IJJ1J:c-J/'Uti-:-'f-~..JI./}d;l? * 
(14?-=--/) -u.r~~Uti:./JIJI),(jI.f~'U~'J~ * 
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(14?~y' )-UJ1 LS'.JII'c- ~JirO)VC-~-UJ1~ II'£~ * 
(1 O?~J/)-UJ1jll'c-JY~lh)v * 
( 1 4~(V:f)-7·'~·{Zfi OJ~LL5/. * 

(6~(J?V)-u.r k!:7)L5)vLf. c-~f * 
(1 3?0~)-7k!:~J I JJ.J S/cJJ~J I) * 
(13 ?~})-UJ1c::1~LlP[ I,..aJ /j ~if. 30Jfi * 

(7 ?J~')-UJ1c:d~J1~?~Jviv(;JI * 
(3?~:;J.J) -UJ1rIl'JJ~LJ1~Ic1~0J) * 
(19~(JCY )-7k!:~.JJ IJJ ~~LII' * 

• 
:L')/-:,, ~~"" y 

:v-,,-A~I . ., 
(6~(-J~/) _J1~~1~c-af..JJ ' uJtl\jlrji (UJ)-=-- ~~;; * 

(6~(L5?/)-UJ1J1.JLS'? ~_J1JAc-~=-J.J~ 

(6~(u(;/)-~rr~~6 , 

(6~(J?I/)-UJ1~)...;...?~ I~JY~fi~ 
(6~(oYG/)-~{(L;.;f.~ (~U})L IJLr 

(6~(-J~/)_~)l)r~ 

(14~(11))-7~lr.?-L..:/ ~SUJ/J)6Ljl 

(14~((.JI)-UJ1J1 ~ ~~ I L5 7.~.JJ I7k!:L5 7.~ 

( 14~(V:f)-UJ1J;y'~LJI~ .J~~J.~1 

(14~(o.v.)_~.1'-=-- V~L IJ2r.J~I~r .. ,~ 

(14~ (V:f)-JUJ1L5JJ .JJ lu~p!LJvUJ 

( 15?yL:j)-7~IJ~l jJUJ1viJ}~0UJ1Jf.-:.;I~ 

(15?~j)-u.r L~J~L~I,.r u.r 4=-.J}-u.r LII'~LJ~~u.r L~~r 
( 19~((~ )-UJ1~ IUJ1? t.fl 

( 19~(~[;r)-U:;~J1~U:;~,;-. .I,.rUJ1l:1~.JJ I UJ1tuGJ,,:.J 
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(19d'(\w)_'7-~ ' (,-J~/?-L);~?_'7-~J1~0;f'7-~r * 
(19d'JlFJ)_(LJJJ(~.2....LG~0LJfl~LJ})L IJLI * 

(3 ?c-.JJJ~ )-LJJJI~(~~ IJ lh)~j.::.f. * 
(3?c/.P-LJJ1tf~/0?0LJ I~ I LJJ1.:.-lF~I-.J; lf'7-J; * 

(3?cJ~)-LJJJI~( ~~ILJJ1~J!J"J. * 
(3?cifY)_Lu.:)/0~('~LJ})L 'J21 * 

(7 ?cJ~I)-~Ju:i~--?-'0.:.- 0~~(;1~~h * 
(13?c0Lr'-)-c:~u:ieY~4Y~'-~~';-' * 

(13?c.:.-l;.? )_~JL IJ2/u.rj(.(;.,/~ 'u.rJ~Jlr'J.h.,f.~ * 
: t,J!t-) ~ L~ v~L--!c 

(14?c(;> )-u.rl;~(jJ~LJ-'7- ~~J1~ ~u:i~u:i~)J/ * 
(14/. '~)-'7-J~J?~G}0~L(J' * 

(14?c ~~~ )_'7-JI;.;0LJ I/0LJ I~_'7-J/2..vJ. .:.-~A;~~ * 
(14?c~Y )-u.r2().:.-jJ,lrLt)~L'7-(j~/J-"?~~~~ * 
(14d,~/)_'f7-~ ~J1dvLLJJ)/~.:.-jJ,lrJlrJf/LJ;~! * 
(14d,.//)_ut£J1~1.:.-0~L.....cC; 'VJdJJ-..,/Ji * - -' 

(14d,,~J/~)_'7-~ '~ ''7-~~J~In(lJijjl~(; * 
(6d,~r\~"')-u:iJJ~jfi:ilLJ.'7-~ijL.;:l~ * 

(6d'/.~Y)_'7-~~~j~~& * 
(6d,J~y)_~d(;.--~J I~J'?~~~ * , -
(6d,,..J\wY)_?~J1~ 1 .:.- 0~JlrL.....cC * 

(6d,J?IY)_'f7-~u:i\;JY'f/vl'7-JJ10~~~ * 
(13?c.:.-l;.? )-'7-~)VG;0(1.7.~.....cC * 

(13?c~,uv )-'7-J0~ 1)/.~LJfl~J I ~-.J() I,d * 
(13 .;?c0li )LtuY.:':JVJI.Af-JJ1() /4f'f-~h--)J,'f-J/J: ,;0J , J: ,Jr~())(jJ~4- * 

(13?c.:.-l;.? )_'f-P IX~~~U)r(\w~IJ~~~h-- * 
(13 ?c( IJI)-JI;,u:ic~ I C'.::/~-'7-~)V~jk lj l~.....cC * 
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(13?~)-7- uiJ)"~'~)-7-J~~....cC * 
(13?L:J~)_~....cCJ~lhJ.itJ.~f7-~./'b"t * 

(13?..::.-(;./ )-u.rl5'/j'~~~~Z~~~~ * 
( 13 ?~})-7-~~~v:i£{~~ * 

(7 ?:A)-7-v:iLf;p,,,LJnuk--_v:i~)~~k-- * 
(7 ?Z)_7-L:JI~b"U~I)IJ~U:j~~;lr~~~ * 

(7 ?L:J~~)-7-~)V.:,..(.J~~~JI..::.-Y~~....cC~~~ * 
(7 ?f)_7-J~?/~)U~£Llf0-::/"";-7-!(;/...::.-Af~k-- * 

(7 ?~')_7-"~k--utl~L.§Ib" J;0....cC * 
(7 ?L:Jy)_7-Z;f.i7-t)-::/....;0( 1!~b"~k--)/ * 

(7 ?J~I)-7- L:J~.~b"~J 1J,~J le ~y~t~..::.-~~ * 
(7 !c ~)_~L~)J;....cC_~J~.h~ ~J' * ..r.'r"" , 

(7 ?~,)-7-J'u;f.~LJb~~t * 
(7 ?L:JY)-7-J b"JL..-yvt * 

(7 ?~')_7-(' I~U~I~j '..::.-}0L~j~JI~kv * 
(7 ?:A)-7-J~~~~J'~kv~J Lu~l~j * 

(7 ?J~I)- v:iJ~L~~l;;;I/..::.-~IJ~-u.r)JN0k. * 
(3?~J~)_L~JIJh-::/)1J,~LJf * 

(3?L:JlyP~ )-~~j)-::/",,;0.tJ(;~JI( b"L/ILJi~! * 
(3?ifY)-u.rl5'~~~')'J~'u~~ * 

(3?L:JlyP~)-LJ~~~LJLJI~J? ;:~~~k--i~J * 
(3 ?~J~ )_v:i..::.- ~utl~u.r J~J~..ft0Zl5'-..fI * 

(3 ?.l.P_L)v:i~ t~jy~10....cC(' * 
(3 ?J~u, )-u.r eIYL::IL~~J~b"~ L:Jt;.f~ * 
(3?ifY)-7-0);i/0LJn(~LJ~ * 

(3 ?.l.P-u.r 7-~~L~;~ju.r ~j?~JI; ~ 17-~I? * 
(3?J~)-7-~lj./I"A;fiLJ.t)t * 
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(3 ?/fy )-l)'.,vi~~0.1~-0 7-.1) .~.lPfJ"":"'7~~Y ~(' * 
(19d'.I?)_7-~(' I ~Yi,,;0)~JU.f.l-' I Utf-JU-r.:) * 

(19d,J!-')_7-0)Vdl;--~'-;lr'-.l~ * 
(19d,v(;-' )_7-~(' ,~~.lj' J~Y~ * 

(19d,"":",vl)-0vi..f1.::.- V~uh--L.....cC * 
(19d:)I)-0 LYik..I~ -'.I(~~J J~ * 

(19d,) i)-7-0.1-,??-Lu}-')'::'-.l/)-' I)/~ * 
(19d,) i)-0 7-.l~l/u.JC) ('_7-U:.I(~L I/.~~0.1~ * 
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INITIAL ITEM POOL 

- UJ1J/~L(~-:.-lr~li./~~ 

-UJ1J/I;PJ Au.: V j.:./I:*~'::"'lr~ l i./~~ 
_~cU VI~ tp,} d:. , ~ ~ 

-UJ1 J/t-J( ~~./ vL J~ 
-UJ1J/~;(~l:; I~ 

-UJ1J/c::lJ.A,~U;V~)~(~';- I~ 

-f-Y.: ~yt if.? d:. 

-u.t Y.:(;'vL(LI~U?);id:. 
-~~jlJ~d:. , ... 

-UJ1J/I;PJ A~JYu.:V~) I~ 

-UJ1J /I;PJ A~JYu.:VJ.>~ 
-~JY~Ll7:}kd:. , . .. . 

-UJ1J/~~JY~ ~~ 

-f- cU lPC1(;.VLJd:. 

_~cUVI~ (~(d:. , ': 

_~-j) ~..!..-/LA_It~d:. , f..5.:~ v" ... 

-UJ1./~~.:.iL.{ ~'::"'~Jj~/o/ )~./~ 

-f-Y.:~J(~J!~-::;~i./~d:. 
_~~~~~(/,d:. , . 

_f-I:*I~~J) I}L:JV.d:. 

-UJ1J/t/d/~'::"'l;..jSJ;~ 

- UJ1 J/I:*J1-f;~.::,., l;..jJ.. /~ 
-UJ1J/I:*~~ !~')./);;;Lu~/~)~ 
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1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

1 1 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 



-UJ1J/tI-::..'l~~~/~-, ' ~) '~ 
-UJ1 J/~ ~2...L)#.-,v t,LjS( '/)-, ' L~ ,;-,~ 

-'i-c] lPClth~Sufl~j~ 

-UJ1JI t-J~;h~.a?vLufl~LJJJ\ .. ~LKL~~ 

-'i-~t~~~~/Lt)~ 

-UJ1J/t-~JL~~ '~-,)":':;-,L..::/' j 
-UJ1J/ t-) ,fJY(j)(~~ 

-UJ1 J/tlJ ~SJ(j)L ~~ 

-UJ1J/~~~,;(;l-\.)-,~(j)L~~ 

-UJ1J/t-h~~(~LJfSu.f(j)L~~ 

-UJ1J/tI?/S~j1~(~~J/~u~ 

-UJ1J/t-~&S~~J~l.,U~~U~~ 

-UJ1J/t-JJi~~).I')'~U~~ 
-'i-t-~)f~LJJi~').I') ' ..:.:;-,i)G 

-'i-~ l;J ,~;( ) (A)-,' ty~;( )/~ ')~ (j)L ~ 

-'i-c] lPC 't)' f~ Ju~~ 
-'i-c] lPC ' ~)lf~ 

-.;:...u:i'~,., ' ;)f:-~ , .. /. 
-UJ1J/c£Ji{u;r7Su£}L}~/-,)~ 

-.;:... Jf:-~ L ~.1 ~~ l;-J) t-~ , • +: 

_.;:...~t~.1 ; ,)jJv~ , .. ..... 
-'i-c] lPC 't ~~P-V~~ ~J7~~)U~~ 

-'i-0/15x~~tA~~?~~ 
-'i-~tJJJ)~J~~~ 

-'i- t-Io/~ LJ J/U-'/-')~ 

-'i-~t~~~~/.a?vLu;V--,)~/~ 
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24 

25 

26 

27 

28 

29 

30 

31 

32 

33 

34 

35 

36 

37 

38 

39 

40 

41 

42 

43 

44 

45 

46 

47 

48 

49 



-UJ1J/c:d,..p~~~/"J..?~ 50 

-'f-~~~{.,::..>k---'£& 51 

-UJ1 J/t- [)~Jdlr-LU;---')~ ..::.:;-,i)G~ 53 
~ ~ 

-UJ1J/t-h;l.CI){;jJ:~I(liJ~)-'?~I~ 54 

-'f-JJ1~)&U)I){;jJ:~IJ~)-'?J/ 55 
" 

-UJ1J/t;.jfl?I~)I)LUA,v)-, Ie:::I~ ~ 56 .... ... 
-UJ1J/c:d)U)I{;j~>'JfLf~ 57 

-'f-J~J~t,;-,;L~J)I){;jLL/ 58 

-UJ1J/t-~LLJ) I{;j(j)--fI~ 21fi~ 59 

-UJ1J/c:d)J)I{;jJ1~)-,?~ui}"(j)J/I(J) I{;j 60 

-'f-cU~ I~)J) I{;jJ ~)fi& 61 

-UJ1J/tJU) I{;j~jiJ1AtL£I)I~(,)/ 62 

-'f-(f~ ~)~U)I{;j/uL'j 63 

-'f-t-ro7o)VI(L~{U) I{;jdlr-LU;---') 64 

-UJ1J/c:d,..p~U#J ~)fi~ 65 

-UJ1J/~)-,dh-, ',J~'J~4/f~U#~ 66 

-UJ1J/c:d,..p~L lh-, 'c?~,J-')4/?~U#~ 67 

-0 ~ir)-,'-,JJ,Jt-4~-,J;!& 68 

-0~dh-"J~4~-,j~-,r& 69 

-'f-~~AJ~Y& 70 

-'f-~J)...f~J2()..J/~U#& 71 

-UJ1J/c:d,..po)V~UK~JU#~ 72 

-UJ1J/c:d,..p~J.lrfiL(j I~(;:::""I~ 73 ., 
-'f-JJ1~J)~Uji~JU-')I)~)/r..J/& 74 

-'f-/Uf//'CJI(L)~LJ;-'I(jl~(; 75 

-UJ1J/c:d,..p~VI~jiJ1~~J/? ~af.vJ)/ 76 
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-~~J)~~)'JJ~0J~ 77 , 

-UJ1j/ G:.J,...v~ -=-- J.J,lrLJ~ 78 

_7-cU~'~iv.:)-!'}0(~~~...hJ~ 79 

-UJ)J#.J#'(~f7-jJ1~/J~ 80 

-7-Y~~~?L~t~J'J!~~(~l:; ' 81 

-7-t-lo/~~LJ(~~ 82 

-7-cU~ ,~tJ(~~JAtL£' 83 

-7-cU ~ ,~ tJ(~~clJ'--?i 84 

_7-cU~ '~i~)~,J/~~~0(~~~~ 85 

-7-~~ '2....~~Jk.~0~J~(~';- ' 86 

_J1o.t'~~(;J.....cC~(~~~f7-jJ1~/u~ 87 

-7-~t)~~)J' ?)(~l:; '~ 88 

-7-cU~'~~)-=--~}v5/un~(~,;-' 89 

-UJ1j/~)--?i{.::.;:.;J~ '0unL~L~~ 90 

-7-~J~~~L~,;- '~ 91 

-UJ1 j/ci ~J)If"~~ ~~o?(.,-=-- jJ(.,~ 92 

_7-~'rV~o-:~~ 93 

-~~~ ~:CUer~~ 94 , . . v"" ~. 

_~~~ .:c;~ 95 , . . / ... 

-7-cU~,~~;fJ~~v~ 96 

-~)J~,-=<jI?7-b1~ ' l5'J~ 97 

_J1~Jli0(~~0f7-~tJ1L.;: 'v~ 98 

_~cU l?'tA':''''/U}l~ 99 
,~ . 

_J1~..a?~~ ~J~Y~~~fif 7-jJ1~/U~ 100 

-~(.,tJ1J.UvL..::)~0L~~~·' ~V() 101 .. , -: .. 

_L~~~UJ/J)/";"'I?J1L.;: '~ 1 02 
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-~~~JI,;~J~U:j.JJ I J.~":':;JL.f~ 1 03 .. t ~ .. 

-'f- c:U lP; l t~I~~fi~ 104 

-~~tJ1J.UvLJ~.JJ ' LI() 105 ... , ~ .. . 
-~~~v~~.JJ ILI() 106 , . . 

-u.r~u.:Zlt~~~L~ 107 

-UJ1J/l7~~J?J;~~~ 108 

-u.r~JJf~~L~ 109 

-vr~J!U;J:~~L~ 110 - . -
-u.rZL! I ~J IJv'~)J)'~4L~~)~ 111 

-'f-~t(J;)V IJ1l;.;VJ 112 

-u.r~J1~L~~ 113 

_J1'::/! ~t.:f.vr ~L~2.. 1 11 4 _. -
- u.r~ Uh;:~~L~ 115 

-'f-c:U lP; 1 ~)(;}}.:~~ 116 

_'f-t*1~7~2::( 1~{ Li~.J~ 117 

-'f-J?.::.-f.(~A.J~ I~ 118 

-vr ~~JIJ2:-./"':"'.JI~ 119 .. . • tt 

_J1u-f~t.:f.u.r~~~ I~ 120 

-UJ1J/Co[)~J?~U}~J.J~ 121 

-vr ~~JIJ;lP»A.JJ IJlj~ 122 - . 
-UJ1J/t*~2()~J I"" I.JJt}'l~ 123 

-UJ1J/L;ft.;-).J~(U-r-:}~ 124 

-UJJ/~(t.flf..:JJ)f'f-J1 (fu~ 125 

-UJ1J/L;~t.f~~Sd)J.t)u.Jv~ 126 
': " 

-UJ1(j/~ .J I JJ.t)~UA'·§/JU 7.~~ 127 
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-UJ1J/if.J/./ IJ,.,.j...flh}~ 129 

_J1,.;~r/~c-.:;.,1j0~f'f- JJ1?/0~ 130 

- UJ1J/c:d/I'~LtI, .. ~~ 131 
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- UJ1.:;.,.r''J}.::.-f. ~ ~ J ~~ ~ 134 

-D.v:iey'(s.y~~./ ~L.:;.,IjJ.:I~ 135 . . 
-UJ1~ c-"::,,,r,=- I~ 136 

-? /v:ir(¥~1L~J./lc---?'0=J./,.;Y;LuJJ/ 137 

_'f-j;:..-or' Ic-~"';(';' I~J.t I}t[;;~J 138 

-I.flJ\,,"'A~Lc-~00A~)J./L~J 139 .. .. . 
-'f-Y~(~?-L( ljJl?./r'Jt0~~ IJL:f1 140 

_~~trv:i~~L-/uj./j 141 
.. ( tt .. 

-'f-j;:..-oJ.~r' Ic-~d 142 

-'f-t-~VJ)--0)~ I.a?vLJ I}~~ ;lr~./In 143 

-~j;:..-oJ. ~ I y. c- -.,...r' tJ1";U LJ ~0 U£. 144 , .... 

-'f-j;:..-oJ.~0J~0)~jl 145 

_D.v:i-JL.JI/u."'J?r 146 

-'f-~./~t-J1 ~./~JlP!./J I -::.I~ Un 147 

-?/v:iJ:J./lfur£;:J/ 148 

-'f-~ lju.:/~~~JIJluVJLJ 149 

-~~ I~(~IJ/,./J I 0./ IJIJ./~un 150 , 

-'f-0JVJ./~./J I .:;.,;./~~ ;lr~./In 151 

-~v:i~JJJ/~~L-~ 152 
, H 

-'f-Zu[ljJ1 LL0ft0J~k-- 153 

-~ftjJ1c-0./ 1.t1.£ 1~L- 154 
, H 
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-u.t L.t1)}('",j),.,.jLd0lfh--Jf~ 155 

-u.t L! '~V~lfh--L-CC~.J1n 156 

-'f-~'Y.~0)r(~~'JC~~h-- 157 

-'f-.3 ut'~ h-- J.t1 c) -:Y' ~S( 'I ~ ~~ h-- 158 

-u.P~j.t1J.UvLd ,j0LV 'U\(~0.J~J.J~ 159 

-'fT-lfc.d,....v~ UK~uAJ.J~G)SuJ)/IUJ.JI 160 

-u.tL! '~v~JlrL-CC 16 1 

-'f-~.J~U;~~~/~~~;lr~.J1n 162 

-'f-~(;.j~jS( '1 163 

-u.tLS'.JhiJ)U\(~u.J~J.J~~~-CC 164 . 
-~dl?.J~-="'-JLL.JJ,el:---Y~C~AJ.J~ 165 , . .. 

-'f-Q).JlJ'IJ. ~.JP~~ 166 

-'f-J~~~S",)ldLJ'~ 167 

-'f-J~dLJ '~ '/dLJ '~ 168 

-'f-t2)J.A,~ L)V~.J()J.J~/(~u?~~r 169 

-'f-J.JJ?~SJ '}LLJ;S~;lr 170 

-J! ~~~jf~ 'J.J~?LJ~' o/)J.J 171 

-U.t1J/~jf~ '.t1J:~ -CC 4;- '~ 172 

-U.t1J /ci-'.A.~ J:~ '~~JL)U.J,)~j 173 

-.t1J1~d-~~C..4-jfl? ' U:: '.& 174 , ... .. 
_'f-("L~.;::J.J~~}J:~ '~JL)J.J ,~j 175 

-'f-'A./ ";'~~~J.JIn~~~SJ V~ /J) 175 

-u.t'f-.J)~lf~~J/~~y~(' 176 

-L~)/d~t.tr('~U})J 'JLr 177 

-~~~~J: '.& 178 ,. ~ 

-u.t L)vi'J;~G)t/~~ i~'5 '.Jj 179 
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-~~I.JJv!~~jL:-f~ 180 , ~ 

_~0'.J1v!~~u.:3~~iJJ: l e l.Jj 181 

_'f-fl-~~LIJLI[;.Jv!J~~~ 182 

-0 / (UJ1~(lP:-fl- OyVv!U)yLIJLIv! 183 

-~./~ iJ~L IJLI.J~I(r 184 , ~ 

135 



Appendix G 

REQUEST FOR OPINION 

The aim of the present study is to develop a Lifestyle Inventory for Consumers 

of Fast Moving Consumer Goods. Focus groups have been conducted to generate 

statements about activities, interests and opinions of consumers of FMCGs. Participants 

were asked about their activities related to work, hobbies, social events, vacation, 

entertaimnent, club membership, community, shopping, and sports; their interests in 

family , home, job, community, recreation, fashion, food , media, and achievements; and 

opinions about themselves, social issues, politics, business, economics, education, 

products, future and culture. In initial phase, 184 statements have been generated by 

content analyses of focus groups. 

You are requested to read these statements carefully and to identify the 

statements which: 

a) are not clear in expression 

b) do not have face validity 

c) contain redundant words and 

d) are similar with any other item. 

e) are unsuitable for five point scale 

If you find problem with any statements, please write your suggested statement 

or comments at space given below each statements. 
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Appendix H 

158 CATEGORIZED ITEMS 

Actualizers 

-UJ1~} /(;:PJ}v;!VJ)Iv.: "::':;Ji)G~ .1 
-: ~ . 

-UJ1j/ / rJ~v.:"::':;Ji)G~ .2 

-'f- rl~v.: Li)I.h:)\.f' 6. .3 

-UJ1j// rJd/~~~j0J}~ .4 

-UJ1jJ1/b1-{;~uY lh"J..l~ .5 

-UJ1jJ1/b1...f;v.:!J I)))aGLuJ/J)~ .6 

-UJ1j// tf~2....L)~JL"U;0L~~ I~ .7 

-UJ1j// ~~0uj}~)~ .8 

-UJ1~/Ca[)~~~J)r v.:(j)LJ{ .9 

-UJ1j~/r~"~h--J/-v.:U~v.: .l0 

-UJ1J~j/Q;jf~ IC-)I)~J)hvv.: .11 

-UJ1~/c:d,....vv.:UK~0u#v.: .l 2 

-'f-~~/c-#"- (~~ I6. .l3 

_'f-~~)--?i,,~;J~ 1 0uj} LKL~6. .l4 

-UJ1~/c:du.;i)~J~0KL~~ I v.: .15 

-'f-c:U ~1~)lr/u}~6. .16 

_J1J.Uv-LJ.J~?'f-~v~l.;; I6. .17 

_vL~~~ ":")16. .18 - . 
-UJ1j~/r~J1~~Iv.:JY~fiv.: .l9 

-UJ1~J}~ .20 

_?/vir~#K1L~J)tc-~0~J) ,.;lf~LuJ)/ .21 

_'f- r~VJrLi)~I.o?vLJI}~~;lr~)1a .22 

_'f-~ I(llii~» .23 

-u.! ~1~V~Lfh--LJ~)1a .24 
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g£ ~ 

L I' ~l 7fI 7({(i~;J:( --!1J}U(i)/ y-
91' ?1J.1~~~"";'-

~ l' -1~yy;J:(,07p Ut1ji2''''';'-
.. :. , .. 

17 1' Irt(iJ'1~~rl~47-

£1' y~{1{I :rY~f'l!)~"";'­

ZI' ?(;:D/rfl 3.!J17 1 ~?-, lfl-

11' ;PJ-:?f'??rzn~f~~r~ I .!1§.J"";'-
." r 

01' ?1r-,rij"l~'''';'<f~£Y~~7011;oU-

6' ?1r-,rij"l~"";':!,~)y{1f~;'-

8' ?f,Jl;PI.!1§.J"";'<ffj(iy !J?~ I~rJ'""7-
•• '7 ~ 

L' 7SiJ~Ur"";')7'""7)J"""'::'y)~XQU-

9' I f11vSi"""'::') ,y~ ?1.!1jJ"";'-

~ ' ~r?y~:rUl i1,,{;r-~/{;r-rU(i-

17' ~~/'i~~lfJ~ / JrU(i­

£' ~~r1f€?~r7.~/ /JU(i-

Z' ~~r1f'?~rr r~/ J]u(i-
• p " 

I ' ~~r1 If!l~~~rf»~~~/~~U(i-

SJ~A~!I~a: 

1 £' 'YI ~{Q(r y4r)/.(.'l"";'-
~ , 

O £ ' ~r~~~frlp-:/-

6Z' {;r-lr,0 J-:?f'? li1ji{A~rr I JUr"";'-
" " 

8Z' ~{'""7y(r7p{l .ry?~frSi"";'-

LZ' ~Vjdr"""'::' ~Jf1r(3.!"";'-
" " 

9Z ' y7~f4n~I~0-

~Z' Irt(iJ/(f(i7-1.t'")rfirSi-'i;;(i~~r,l4?-
r 



Experiencers 

-UJ1j"' /~LIf~-::.-Ir-, li~~~ .1 

-UJ1j"' /~Llfj2~..:.::;,-,i~~~ .2 

-UJ1JIf /t-If~If~..:.::;,-,i~~~ .3 

-UJ1J".. / t-"..,;:;;....!)/-::.-I~(j)L~~ .4 

-UJ1tlp/crlp,;:;;...../)r:(j)L~~ .5 
• • M 

-UJ1~/G[)/Jl?J'r~ .6 

-UJ1J~/t-~~i '~JJLJ~(j)L~ .7 

-UJ1J::J~/~t-~ o l~/ 1~~U~~ .8 

-UJ1J.ltfJJ),;:;;....Jl?J.~ .9 

-UJ1J.I / tf.J/u-,/-,)2..L[,/~ .10 

-UJ1J~/t-~~J,,;vLU;---,)~..:.::;,-,i~~~ .11 
~ ~ 

-UJ1Y../c:d.lu~,~j,;:;;....>'lfLf~ .1 2 

-UJ1Y../c:d,...v~/f~ .13 

-UJ1Y../c:d,...v~~-,J..;..,-,I~ .14 

-UJ1(ff / ctf/J~Y~ .15 

-UJ1~/G[)4-~LuA"~ .16 

_~~.-I ;~Yd:.. .17 , .. :.; ~ 

_'f-t-I07d:..~LJ(~~ .1 8 

_J1V~~ ~J~Y~';:;;""~fif'f-JJ1?/u~ .19 

-'f-cU ~ 1 ~~I~~d:.. .20 

-v.r~~z~~d:..~L~ .2 1 

-UJ1J~ / t-~,;:;;....JYJ;'~~~ .22 

-'f-cU ~ I~)(j ~~d:.. .23 

_'f-t-lo7~2::( I.h~ Li~~d:.. .24 

-vr ~ u:~,~t,,,.. Ip d:.. .2 5 
M' • 

-UJ1~/G[),;:;;....JY~U}~-'~~ .26 
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-vr ~~JI.';tp,)A.JJIJ lj~ .27 
" . 

b 

_.;::..~t;af),.... I.JJ(~ .28 , . 
_vi~)J/~Jtp,~~ .29 

-ClvieY~2....Y~~A'=-.I~ .30 
~ • *: 

-fr'f:~~J.IJ!.::JJL/tJ.Jl~j .31 

Achievers 

-U.t1J// tf~~.JvL/~ .1 

-U.t1J/ / t};}(~~I~ .2 

-U.t1J"~/P~u.:crJ:>~.::JJti.l~~ .3 

-U.t1J/ / tf~J!~.::JJi.J~~ .4 

-U.t1J.t1/tJ1--f;~~~J0:j~ .5 

-U.t1J// t/?/J~r1(~~J/~u~~.6 
-U.t1J.JIJ / t-.JIJ~/U~~ .7 

-U.t1J~/t-~2...LtJ.J l~j~)~~i1 ~ .8 

-U.t1(i/~~)~ ~iJ,lPL~ I~(; ,;- I~ .9 

-U.t1(i/~ ~)~Ui~JUJ.JI)~.J/('~ .10 

_.;::..C:U lp? 1~iv/~y. J2L~I~(;~ .11 , ~ .. .. . 
-U.t1(i/ LzJ~)~~iJ,lPL/~ .1 2 

-'f-~~J(~~tJj2"~ .13 

-'f- tJ1y~~#"t.~fl~~-..fY~~(~~1 .14 

_'f-c:Ul{1 ~J(~~J~ .15 

-'f-~012... ~flL'cV.~J.::JJ~(~';- 1 .16 

-'f-~~()I.t1lr.~/~ .l7 

Strivers 

-U.t1(i/~u~U;--J)~(~';-I~ .1 

-U.t1t/~L(?~.::JJi.J~~ .2 

-U.t1.Jl0~.::.:!L..f ~~~Jro/)J.J~ .3 
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-UJ1j .. ,,1 / t,jI/.n:J)!(~~ .4 

-UJ1j~/t'~"'l,-)(~j.a?vLur.u~ .5 

-'f- cU lP?"~~Lf~ .6 

-'f- cU lP?',~ju.:/~;J(!(~ ~~~ .7 

-'f- cU lP?',~j~)~IJ/~~~J(!(~ ~~ .8 

_L~~~U-'/-')~?'f-cU lP?',JdlY-'~ .9 

_~t'I~~~ .10 , 

-'f- ~~~t'J1~~~JlP.~-'I-=-I~ Un .11 

_~O)LJ~?~~~/:'lP~~~ .l2 , " 

-'f-~ lx!(J)I(~~I-'C~~h-- .13 
. 

-~ L:Jl?~!(el;--tY~C~A-,~!( .l4 ,. .. 
-'f-~)U~ L/V~~()-,~~/((Jij?!([:.,1 .15 

_'f- ,~jll;.",~~J~~!(~~J~v~/-,) .16 

-Lu.:)/L:J~Lt'(~u})L I-,Lr .17 
• .! 

-0L5'~r~ ~~u.:Z~~td~181~j .18 

-0 L/v.iJ::~(.;)C/~~ i~lel~j .19 

Makers 

-UJ1j//tJjv~~.;:;-,i~~~ .1 

-UJ1j~/t'~C(J'~ L:J)L~ .2 

-UJ1 j/ /tJJ~J/L:J)L ~~.3 

-UJ1j/ / t'~~tl~(!(LJfLu{- ~ .4 

-UJ1j/ / t-h}u~t~jJ:~I(vJ~~-'?Lt'~ .5 

-UJ1j/ /tJ~u~l~jJ:~IJ~~-'?J/ .6 

-UJ1(j/DL.p~/rY~ .7 

-'f- u.J)~J~J/~ .8 

-UJ1(j/c;du.J)~VI~L5'~J1~~J/? ~af.~/;; .9 

-UJ1(j/c;d/r~Lt'~~ .10 
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Fulfields 

-UJ1j~!t-~viLf~.::.-~JvI~ .1 

-UJ1j/ !t.JJA~j~0'--?J1Atl-!t.,j~~)I.2 

-UJ1~!v.L.v~~Jjd!~ .3 

-~~J)~~~o?~.::.-V~~ .4 , . 
-'f-~~\.,;~V~~ .5 

-~.k;.;l;.P>} ./L> I~ .6 , . ~. 

-UJ1J;./ I),.,..j~~ .7 

_J1,.;~i~~.::.-IjJ~f 'f-jJ1~/J~ .8 

_UJ1?~ .. _,1~ I~ .9 
~ -: 

-~ftjiJ1~J./Ul-! I ~(..., .10 , ~ 

-u.PJr j~jy~ I J./hv2....LJ~ l o/;J./ .11 

-u.t 'f-.// ~J-::)~J/~~y ~(' .1 2 

Strugglers 

-UJ1j/! t.J~(~./yz') I~ug~ .1 

-UJ1j/ !t.J~t"J;L~J./I)~j;O)V~ .2 

-u.t~V:I)~J~~LI)' .3 

-u.t ~~~ LI)'~ .4 

_J1J~-:Y/~d-iJJ .k;.;LI)'2. I~ .5 
~. ~ 

-u.t ~ U~/.~~LI)' .6 

-'f-~~),.,.. ,./jJJJ~ .7 

iJJJ~~~0JA~;J./L~....cC .8 
~ . . 

-'f-Y~( ~?-L(I!Jl?./Y"J~0d~ IJdl .9 

-~~~.::.-LJx~(~? ~d~....cC .1 0 , ~ ~ 

-~~J.~~J1,.;uL)~0uJY/"::;J~....cC .1 1 , "~ 

-~~J.~~J1,.;uL)~0u£j/"::;J~....cC .12 , .. ~ 
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_'f-"y~(~M~L('tu)~jlv.:.....(C .l3 

_ Ctvi~_H; I/Unv.:.....(C~(;;1 .1 4 

_~l:J I~(~ I)/')j I U) I) lj)v.:Un .15 , 

-'f-vi~)J/v.:~h--~ .16 

-0 ~)~L.t1;~}'~})j l ; ~ I,~ I .1 7 

-'f-~~j~}0( lt .18 

-fr~~~.).~J:~Iv.:~jL/U) I~j .19 

_'f-~..::.-V(.,L ljLI)~(r .20 
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Appendix I 

PRODUCT USAGE FREQUENCY SCALE 

Instructions 

Listed below are a number of fast moving consumer goods to which I would like 

your responses . Please respond to each product individually . For each product usage 

please indicate your opinion by choosing one of the following: 

S.no 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

l7 

18 

19 

20 

1 = Use Never 

2 = Use Seldom 

3 = Use Occasionally 

Products 

Lifebuoy Soap 

Lux Soap 

Safeguard Soap 

Surf Excel Washing Powder 

Ariel Washing Powder 

Wheel Washing Powder 

Head & Shoulder Shampoo 

Sunsilk Shampoo 

Pentene Shampoo 

Fair & Lovely skin cream 

Ponds Skin Cream 

Honey Lotion 

English Tooth paste 

Pepsodent Tooth paste 

Colse-up Tooth paste 

Pepsi Cola 

Coca Cola 

Dew 

Miranda 

Nestle Juices 
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4 = Use Frequently 

5 = Use Always 

1 2 3 4 5 



Appendix J 
ITEM TOTAL CORRELATIONS FOR 158 ITEMS 

Table J-1 

Item-total correlations of Initial Lifestyle Inventory for Consumers (LSIC) (N = 482) 

Items Con-elations Items Con-elations Items Correlations 

.22* 18 .52** 35 .05 

2 .11 19 .16 36 .44** 

3 .36** 20 .41 ** 37 .23* 

4 .31 ** 2 1 .38** 38 .42** 

5 .41 ** 22 .27* 39 .2 1 * 

6 .48** 23 .28* 40 .04 

7 .31 ** 24 .14 41 .32** 

8 .24* 25 .01 42 .42** 

9 .45** 26 .23* 43 .37** 

10 .09 27 .11 44 .42** 

11 .34** 28 .39** 45 .07 

12 .39** 29 .48** 46 .42** 

13 .27* 30 .44** 47 .41 ** 

14 .52** 31 .10 48 .01 

15 .41 ** 32 .08 49 .11 

16 .38** 33 .28* 50 .39** 

17 .26* 34 .04 51 .01 

Cont. 
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Items Correlations Items Correlations Items Correlations 

52 .27* 72 .23* 91 .10 

53 .13 73 .16 92 .40** 

54 .01 74 .45** 93 .47** 

55 .11 75 .23* 94 .44** 

56 .40** 76 .11 95 .39* * 

57 .34** 77 .09 96 .35** 

58 .05 78 .05 97 .04 

59 .38** 79 .44** 98 .01 

60 .13 80 .18 99 .36** 

61 .14 72 .23* 100 .01 

62 .40* * 81 .25* 101 .12 

63 .15 82 .23* 102 .01 

64 .38** 83 .20* 103 .27* 

65 .03 84 .41 ** 104 .46** 

66 .13 85 .42** 105 .27* 

67 .19* 86 .22* 106 .36** 

68 .33** 87 .27* 107 .38** 

69 .28* 88 .41 ** 108 .43** 

70 .38** 89 .3 3* * 109 .23* 

71 .33** 90 .36** 
110 .32** 

Cont. 
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Items Correlations Items Correlations Items Correlations 

111 .1 5 128 .44** 145 .33** 

11 2 .20* 129 .23* 146 .47** 

113 .21 * 130 .41 ** 147 .46** 

114 .33** 131 .43** 148 .46** 

11 5 .19* 132 .33** 149 .27* 

116 .20* 133 .42** 150 .33 ** 

117 .31 ** 134 .43 ** 151 .41 ** 

118 .05 135 .33** 152 .38** 

119 .36** 136 .46** 153 .33** 

120 .40** 137 .21 * 154 .12 

12 1 .35** 138 .35 ** 155 .33** 

122 .1 4 139 .15 156 .23* 

123 .39** 140 .15 157 .40* * 

124 .15 141 .27* 158 .45** 

125 .47** 142 .44** 

126 .27* 143 .35** 

127 .28* 144 .14 
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AppendixK 

INFORMA TION SHEET 

----------------------------------------:(~ 
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